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THANGE « CRAFTSMANSHIP: ENDURES 


OR five generations skilled silver craftsmen have been creating in 
1847 ROGERS BROS. patterns, beauty and artistry that make them 


treasured in America’s finest homes. 
Designs change with the times but the standards of craftsmanship endure. 


The silverware merchant who constantly presents 1847 ROGERS BROS. 


as a wise investment will draw new customers and build business. 


1847 ROGERS BROS./ 


FOR 90 YEARS .. AMERICA’S FINEST PLATE 


A PRODUCT OF [{I\S) INTERNATIONAL SILVER CO., MERIDEN, CONN. 
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for Better Buying 





Every Season 
Every Occasion 
































“VACATION AND SUMMER JEWELRY 


: Is becoming more popular every year and this summer there will be 
more money spent for jewelry than for many summers previous. 

You do not require a large stock. Pick up your “Right-Hand Man”— 
the Benj. Allen & Co. catalogue—lIn this you will find Sport Watches, 
Chains, Belt Buckles and combinations, Tie and Collar Holders, summer 
jewelry of every kind. 


Then there are Trophies, Mixers and Servers, Lunch Kits, Travel 
Clocks, Compasses, Cameras—Hundreds of items for Summer Profits. 


Every item in the Catalogue is available to you in a few hours. Write 
or Wire. 


BENJ. ALLEN & CO., inc. 


The Silversmiths Building 
10 SO. WABASH AVE. CHICAGO, ILLINOIS 
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NPEAKING OF 


THE _Jewetry [RADE 


+ Johnson is 


not so. sure window cards pay, for 
he says that nobody responded to this 
sign in the window of his jewelry 
store, “If the person who broke this 
window will come in when I am open, 
I will give him some very pretty 
boxes for the beautiful diamonds he 
so rudely took.” 

Maybe the fact that jeweler John- 
san is also mayor of Twin Falls, 
Idaho, may have caused some mis- 


e) 














givings in the mind of the person who 
took the diamonds as to precisely 
what was meant by “give him some 
very pretty boxes.” 


© © 
4d 
g have been many 


suggestions. that New York should 
be made the permanent convention 
city for our trade,” said William G. 
Frasier of Durham, N. C., member 
of the executive committee of the 


American National Retail Jewelers — 


Association, in an address recently 
before members of the Tennessee 
Watchmakers and Jewelers Associa- 
tion in convention at Knoxville, 
Tenn. 

“Our second meeting in New York 
this year (the week of Aug. 24 at 
the Waldorf-Astoria Hotel) is the 
first time we have ever held two con- 
ventions consecutively in the same 
place. Looking at it from one stand- 
point, I am inclined to agree that 
New York should be the permanent 
convention city. 

“Yet we must take into considera- 
tion the thoughts and feelings of 
others, and if the majority of our 
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jewelers think that the annual con- 
ventions should be rotated into vari- 
ous sections of the country, then I 
think their wishes should be carried 
out. It has been proven, however, 
that we can get better support and 
better attendance when holding our 
conventions in New York than we do 
anywhere else.” 

Newspaper advertisements of re- 
tail jewelry stores, Mr. Frasier de- 
clared, should convey to the public 
only truthful statements, “backed up 
by what you can show in your store 
to the customer when he arrives to 
make a purchase through the influ- 
ence of your advertisement. 

“Well-appointed windows which 
do not attempt to feature too many 
things at a time and the proper dis- 
play of merchandise are vital sales 
helps. Appeal to the sight is, of 
course, the best of all methods. But 
you cannot place your windows in 
front of all your potential customers. 
That’s why I am fully convinced that 
newspaper advertising is the best 
method to carry what you have to 
sell to the majority of the public.” 
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4d 
ge worst troubles 


the jeweler has to contend with to- 
day are not the mechanical ones, but 
the moral ones . . . we need more 
improvement in our morals than in 
our methods,” says H. L. Carpenter, 
of Providence, R. I., president of the 
National Wholesale Jewelers’ Asso- 
ciation. 

“A proverb says: ‘A whip for the 
horse, a bridle for the ass, and a rod 
for the fdol’s back.’ 

“Tt is an unfortunate fact that too 
many fools and too many asses have 
strayed into the jewelry reservation 
and have made foolish mistakes, and 
started unethical and unprofitable 
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practices. We need a bridle for these 
animals to prevent them from com- 
pleting the ruin of our industry. 
“We compete foolishly in many 
ways. . . .We need to agree with our 
adversaries quickly, so that by col- 
lective bargaining the conditions may 
be improved. The government does 
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everything possible at present, to as- 
sist collective bargaining by the so- 
called laboring classes, but it looks 
askance when business men try to 
bargain collectively in order to ob- 
tain their reasonable compensation. 

“The manufacturer may legally 
choose the class of dealers to whom he 
will sell his goods, but many times he 
lacks discrimination about the number 
of classes to whom he may profitably 
and ethically sell. 

“When a wholesaler or manufac- 
turer sells direct to the consumer he 
is not making business, but simply 
transferring it, and if business could 
be allowed to follow its proper chan- 
nels I am confident the net result 
would be better for all classes con- 
cerned. 

“We might pass lightly over the 
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irregularities of retailers, and merely 
suggest that if the retailer ever needs 
credit and obtains it, he should be 
loyal to the source of his credit.” 
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July is a good month 
for cleaning out slow moving mer- 
chandise and getting rid of discon- 
tinued stocks or lines which you do 
not intend to handle in the future. 

“If you are contemplating a sale 
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and want to convert your merchan- 
dise into cash, July and August are 
good months to do it,” says a jewelry 
trade observer. “These are the ‘off’ 
months in the jewelry business and un- 
less you have your clearances in these 
months you are compelled to put on 
a sale now and then during the 
months when sales should not be held, 
namely in the busy months of Sep- 
tember to December and February 
to June. 

“IT suggest gathering together 
slow moving numbers, items that 
have been in the case or need shining 
up, put attractive prices on them and 
convert them into cash. Your win- 
dows can be made most attractive with 
this bargain merchandise,” he adds. 
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4d L; : 
ithograph prints 
do not take the place of etchings nor 
synthetic rubies the place of the genu- 
ine gem,” says Emil W. Kohn, of 
Theodore A. Kohn and Son, Inc., 
608 Fifth Ave., New York. 

Blaming the depression entirely for 
the decline in sales to the lower price 
levels, Mr. Kohn says jewelry is indi- 
cative of character. 

“It is not so much what others 
think about your jewelry, but what 
you know about it yourself,” Mr. 
Kohn believes. “It is easy to obtain 
an imitation of a fine, large amethyst 
in a piece of cut glass at the five-and- 
ten cent store, but there is just as 
much difference in the owner’s ap- 
preciation of it as there is in the value 
of the respective pieces.” 

Mr. Kohn says he often recalls the 
words of a patron who once remarked 





that “The gift should be as genuine 
as the sentiment of which it is the 
expression.” 

“Quality is the thing that people 
have always sought, and there is no 
reason to believe that human nature 
has changed in the course of a few 
short years,” he says. 
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Soviet Russia is 
training 200 young people a year as 
watch-makers in a school at Moscow 
and the infant watch- and clock-mak- 
ing industry (before the revolution 
there wasn’t any) is now producing 
500,000 watches and several million 
clocks each year, A. Vladimirsky of 
Moscow, director of the Russian 
watch and clock industry, said the 
other day in the offices of THE 
JEWELERS CIRCULAR-KEYSTONE. 

“The government now finds itself 
in position to build a second watch 

















factory this year at Moscow, and we 
expect our production to be at least 
doubled,” said he. “Approximately 
3,000 workers are employed in the 
factory now in operation, 60 per 
cent of them women.” 

Since Russia imports no foreign- 
made timepieces and since her popula- 
tion exceeds 160,000,000, Mr. Vladi- 
mirsky declared, the industry is being 
stepped into higher gear. He recently 
visited several American watch com- 
panies to observe production methods. 

Six years ago this month the Am- 
torg Trading Corp. purchased prac- 
tically all of the equipment in the 
Dueber-Hampden Watch Works, 
Canton, Ohio, and Mr. Vladimirsky 
superintended the dismantling of the 
plant and its removal to and setting- 
up in the Russian capital. Two dozen 
department heads of the Canton 
plant accepted contracts from the 
Russian government and worked in 
Moscow for a year or more, when 
they were replaced by newly trained 
Soviet technicians. Mr. . Vladimir- 
sky’s present trip to the United States 
is his first since 1930. 

The men’s watches are 16-ligne, 
chromium-plated pocket style. Fif- 
teen-jewel timepieces, the Russian di- 
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rector said, sell in the factory outlet 
and in other stores for the equivalent 
of $12. 

A clock factory in Moscow, he 
added, has the following annual pro- 
duction: 3,500,000 weight-driven 
clocks, 600,000 alarm clocks, 300,000 
eight-day wall clocks, and 50,000 elec- 
tric clocks. 

Several hundred employees in the 
factories are graduates of the watch- 
makers’ school which affords two 
years’ instruction to boys and girls 
who have had five years’ primary 
school and two or three years’ high 
school education, but, so exacting is 
the watchmakers’ art that one out of 
every two graduates of the watch- 
makers’ school seeks some other work 
within a few months after entering 
the factory. That is one problem the 
Russian watch industry faces. The 
other is in fine tool-making. 

“Russians are not ascetics,” Mr, 
Vladimirsky said. “Our people love 
jewelry. Our nation is second in the 
world in production of gold. The 
government is manufacturing gold 
and silver jewelry of every kind; ear- 
rings and rings and bracelets and 
brooches for women, and tie clasps 
and cigarette holders and other items 
for men.” 
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Everything works by buttons 
at the fascinating Museum of Science 
and Industry at Rockefeller Center, 
New York, and the jewelry store of 
Frederic W. Roedel, 255 Genesee 
St., Utica, N. Y., recently installed an 
interior flood-light system that ap- 
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peals to the same public fancy for 
electric button pushing. 

“You’ve seen our windows. Now 
turn the switch and light up the 
store,” invites a sign at eye-level be- 
side the door. Passers-by who stop 
and press the button see the whole 
interior flash into illumination and 
the picture holds while a finger is 
kept on the switch. 

Some nights 30 or 40 groups of 
people may look deeply into the 
Roedel store in this manner. The 
light is produced by a 300-watt, re- 
flector-equipped bulb over the door. 
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It cost little to install and besides 
serving as a unique attention-compel- 
ler it affords additional burglar pro- 
tection. Watchmen and police have 
been instructed to turn the switch in 
their rounds. 

The flood light illuminates not 
only the main sales floor but also a 


balcony at the rear which houses gift 


and lamp departments. 
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The watch repair department 
of a certain department store recently 
quoted $3.75 as the cost of “repair- 
ing” an absolutely brand-new watch, 
Edward J. Leininger of Edward 
Leininger, Inc., 13-15 Genesee St., 
Buffalo told members of the New 





York State Retail Jewelers Associa- 
tion at the recent Rochester con- 
vention. 

“The store had been running ads 
for watch-repairing at ‘$1 and up’,” 
Mr. Leininger said. “The ads got 
us to thinking. So we took a watch 
in good working order out of our 
stock, broke its crystal and finger- 
printed the case and the front of the 
dial to make it appear as if it had 
seen quite a little service, and then 
had a girl employee take the watch to 
the department store for an estimate 
as to how much it would cost to re- 
pair it. 

“The young woman from our store 
could hardly believe it when the de- 
partment store clerk to whom she 
showed the watch informed her that 
the repair bill would be $3.75. Claim- 
ing that she had a very poor memory, 
she asked the clerk to put the estimate 
in writing, which he did on one side 
of a repair envelope.” 

There was a sequel to the above- 
mentioned scene. Mr. Leininger 
went to the management of the de- 
partment store and asked for a justi- 
fication of this procedure, he told the 
Empire State jewelers’ convention. 
But the management, he reported, 
side-stepped the issue by saying that 


the watch repair business was a separ- - 


ate department not under control of 
the store—and the ads purporting 
cheap repair of watches, continued to 
appear in the newspapers. 
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Certain sections of the public, Mr. 
Leininger added, are gradually be- 
coming too smart to fall for such 
advertising. Until all the people 
can’t be fooled any of the time, how- 
ever, he asserted, the jewelers must 
help protect them. 


© °@ 
4 
The depression 
has taught merchandising lessons to 
many a merchant, including some of 
the better-class retail jewelers. 

One of these lessons was learned 
early during the slump by the ‘er- 
heyden Company of Pittsburgh, one 
of the old-established retail jewelry 
houses, according to Maurice W. 
Rihn, secretary-treasurer. 

“When it became evident that 
higher-priced merchandise was not 
moving,” said Mr. Rihn, in referring 
to the chaotic days of 1932, “I gave 
instructions to trim our windows 


with moderate priced merchandise. ; 


We showed a number of one to five 
dollar items, properly price-tagged, 
and this brought a large number of 
customers into our stores. At the 
same time, we employed newspaper 
advertising consistently, featuring 
merchandise in the lower-priced 
brackets. The result was very Ssatis- 
factory.” 
The Terheyden Co. enjoys an un- 
usually good name and one of the 
most frequent reactions from custom- 
ers was, “I didn’t know you handled 








PRO BONO PUBLICO 


—We are now on the threshold of what will 
probably be one of the most violent and 
virulent political campaigns ever waged in 
this country. 

—Mud will be slung, brickbats hurled, harsh 
epithets applied to all opposing forces. 
—But it will all be done according to true 
American tradition of “hot air soon for- 

gotten.” 

—Every American can express his political 
opinions and vote just as he durn pleases. 

—No forcing votes into the ballot boxes here 
at the risk of a man’s life or the point of 
a bayonet. 

—Voltaire once wrote: “I wholly disapprove 
of what you say, but will defend to the 
death your right to say it.” 

—That’s the true essence of liberalism as we 
understand it in this little country of ours. 


President. 
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such attractive merchandise at these 
low prices.” 
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Set 4: Genie 


a jeweler at 56 Main St., Andover, 
Mass., in entering upon his third 
year in business in that town used a 
well displayed advertisement headed 
“Buying Jewelry is Largely a Matter 
of Confidence.” After thanking the 
public for its valued patronage the 
advertisement says, “Our desire to be 
favored with your patronage is not 
greater than our determination to 
deserve it” and in conclusion adds that 
“the policy of this store, to which we 
strictly adhere, is to be exactly and 
accurately truthful in representing 
every article we offer—plus a positive 
guarantee of satisfaction or your 
money back.” 


© 


A busy man, 


Louis S$. Posner, vice-chairman of the 
New York State Mortgage Commis- 
sion, often finds time after a hard day 
of ‘rehabilitating mortgages to try his 
hand at rehabilitating an old watch 
or clock, newly added to his large col- 
lection of antique timepieces. 

Two watches presented to Mr. 
Posner by the beautiful Lillian Rus- 
sell when he was best man at her last 
wedding inspired him in the study of 
old watches and clocks, and today his 
hobby is the collection of similar old 
pieces. 

One of the watches presented by 
Miss Russell as a keepsake upon her 
marriage to the Pittsburgh publisher, 
Alexander P. Moore, was a costly 








timepiece made for Louis XIV of 
France, while the other was an 
American split-second watch, which 
came near perfection as a_ time 
recorder. 

One of the most interesting pieces 
in the Posner collection is an alarm 
clock made in 1635 by a blacksmith. 
Blacksmiths in those days indulged 
a lighter hand in clock-making, much 
the same as barbers of an earlier 
period engaged in surgery. 
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4d 
W. don’t admit there 


is any such thing as a Summer slump,” says a jeweler who 
goes after the vacation business and gets it. “Don’t let 
up on your sales promotion and circular advertising, is my 
theory of smashing the Summer slump on the nose. We 
like to go after business when the other fellow says it is 
‘rotteri.’, And so we keep hitting the sales ball every week 
in the Summer. 

“That, we find, is the best way to boost business during 
the hot Summer months when many folk go away on 
vacation, because we load them up with the necessary 
merchandise to enjoy their vacation properly. We tie up 
in a very effective manner with our window displays and 


18 








Courtesy of Ford Motor Co. 


our interior store displays, featuring timely merchandise. 

“We use dominating window displays on all items 
which people naturally buy at this time of the year, and 
we also tie up those displays on the inside of the store 
with special counter and table displays, featuring vaca- 
tion needfuls, while our circular advertising promotes 
every one of these same items, and the entire hook-up 
proves most effective in a sales way. 

“Attractive display cards are placed in the store at 
strategical locations, which naturally brings in more than 
a fair share of the expected quota of results. We keep 
pushing such items as gifts, because many of the folk 
passing the store may be tourists who are seeking gifts to 
send back home. Silverware, clocks, beads, watches, 
lodge emblems, and other articles are also featured. 

“There are a great many items that can be classed as 
travel accessories, including field and marine glasses, mag- 
nifying glasses, auto goggles, auto clocks, fountain pens 
and pencils, toilet articles, manicure sets, compacts and 
vanities, cigarette lighters, cameras and many others that 
the public will buy on suggestion. Leather goods, sta- 
tionery and Summer jewelry may be easily added to the 
number of lines that can be sold during the vacation sea- 
son by the jeweler who will force the passing public to 
a realization that these items add to the enjoyment of 
the vacation. Push items which are a logical Summer 
business, that’s the whole secret—pushing Summer mer- 
chandise intensively. 

“When people go away on their week-end parties or 
when they take a vacation at the seashore, lakes or moun- 
tains, we always feature something that is bound to at- 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for July, 1936 




































tract them, which they will see, purchase and take along. 

“We run a circular every week, featuring week-end 
specials and ‘vacation necessities,’ which will interest 
every one contemplating a trip of any kind during the 
vacation season with the heading ‘You'll Need These On 
Your Vacation,’ and running the gamut of items in 
constant demand by vacationists. 

“We include a map or lay-out on the front page of the 
circular and call it “The many happy playgrounds near 
you, where you may leave dull care behind for a week, or 
a week-end! Where shall we go? Here’s a helpful list 
of places, reached by motor, train or ship, easily accessible, 
and all of interest. Keep it for reference—and when 
you use it—take along our wishes for a wonderful time!’ 

“This kind of a circular is naturally kept and not 
thrown away. The front tells them where to go and 
what to do, the inside folds tell them what to buy to take 
along to make their vacation more enjoyable. It sells 
the public the idea of the store being the logical place to 
buy vacation things and equipment, and answers the ques- 
tion for them of ‘Where shall we go?’ by listing river 
trips, river points, bay points, mountain and lake resorts, 
ocean resorts of interest, also listing local country club 
and golf courses. 

“Thus we not only build good will but also get our 
name effectively before the public by selling the store as 
the logical place to buy vacation necessities with a head- 
ing, ‘Vacation Suggestions’ with the sales message: ‘Plea- 
sures may be doubled and annoyances avoided if you will 
scan these suggestions when planning your vacation this 
year. A thought beforehand may actually double your 
enjoyment.’ 

“Another circular features Vacationland, and a relief 
map of nearby seaside and mountain resorts. It sells the 
store as the proper place to buy in preparation for the 
annual vacation. ‘All routes to vacationland start here’ 
is the interesting headline, with the wording ‘from shore 
to mountain trail—from London bridge to Timbuctoo, 
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by 
FRED E. 
KUNKEL 
















may help your choice of direction, but let us be your 
shopping guide just along the way of Summer vacation- 
land.’ 

“Our sales circulars are wrapped up with each pack- 
age sold, even in advance of the actual vacation season, 
and we also send them out with the monthly charge ac- 
count statements. They feature items of merchandise 
in a striking way to make a vacation more enjoyable, so 
that the message gets home to the public. 

“We do not hand these circulars to people over the 
counter, although we do place them conveniently so they 
can help themselves if they want to, but we prefer put- 
ting them in packages so they get to the homes. We feel 
that if we handed them out in the store they might simply 
glance at them and throw them away. But if they get 
it when they get home, they will take time to read what 
we have to say and so give our advertising message an 
opportunity to win a sale. 

“At the height of the vacation season our circulars are, 
of course, distributed from door to door every week.” 

June, July and August are the natural vacation months 
and the jeweler who plays up the idea of vacation needs 
through attractive circular advertising, window and store 
displays, is naturally going to ring a more pleasant tune 


on his cash register. 
(Please turn to page 38) 
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Tilden-Thurber Corp., Providence, R. |., packed nautical flavor .into this dis- 
play and advertises its trophy business as shown, greatly reduced, at the right 
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N ew England blossoms 


each summer into one of America’s gayest resort areas, 
and this year, with money “coming easier” and the sun 
cult gathering more devotees, there will be a greater 
number and variety of sports at its clubs and beaches and 
along its shores than ever before. 

At Providence, R. I., Tilden-Thurber Corp. has had 
noteworthy success with the trophy business. The 
methods developed by this 80-year-old, widely-respected 
retail jewelry institution in going after and getting a large 
slice of the trophy business in New England can be used 
by jewelers in other parts of the nation. Half the athletic 
events in the United States are run off without trophies 
of any kind. Intelligent salesmanship on the part of retail 
jewelers will not only sell more trophies but double the 
interest in the athletic events themselves. 

“In going after trophy business,” says H. H. Price, 
assistant treasurer of Tilden-Thurber Corp., “one meets 
with considerable competition at times, so that we have 
to be on the alert, following all the news items and using 
every means possible to find out what events are going 
to happen, and then make an early contact. This applies 
to presentation gifts as well as prizes for sporting events.” 

One man in the Tilden-Thurber organization who is 
designated to promote trophy sales, lists and contacts 
trophy committeemen, sets up trophy displays, and very 
often is able to develop new friends and customers. 

Besides newspaper advertisements featuring trophies, 
a specimen of which is reproduced herewith, the company 
contacts trophy buyers with a comprehensive catalogue 
with its own imprint, furnished by one of -the principal 
























This $3,000 solid gold trophy has been executed by C. D. Peacock, 
Inc., Chicago, in the studios of R. Wallace & Sons Mfg. Co. for 
the Hawthorne Gold Cup race held in the Windy City. 


silverware manufacturers, sending this to all yacht and 
golf clubs and other organizations thought to be 
interested. 

“There are times when a great deal of preliminary 
work has to be done, such as getting acquainted with 
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Right—Illustrating a new trend, the trophy shown here is neither 
a cup nor a statue, but truly a work of art 


several members of a committee, discovering their budget 
* and helping them to break it down into various classifica- 
tions and amounts to spend on the various events.” 

Tilden-Thurber Corp. schedules trophy window dis- 
plays at psychological moments, as for example the nauti- 
cal display shown in the accompanying photograph pre- 
ceding the International Yacht Races. 

“You will note in the photograph a little card, 
‘Trophies for All Sporting Events.’ Our display man 
dresses up such cards with colored pictures. In this in- 
stance, he pasted some yachts at the top of the sign; on 
another occasion it might be a picture of a polo pony or 
a scene on the golf links. 

“At all times we have a display of cups and kindred 
items in a large cabinet in our silver-plate department 
on the third floor, and frequently we add sample mer- 
chandise from all departments of the store to make an 
attractive display on a large table, preferably in a 
secluded section, when trophy committees are ready to 
come in and make their selections. Then too, not infre- 
quently we take selections of merchandise to show com- 
mittees at their clubs or headquarters. 

“In contacting political organizations in charge of 
state or municipal events, approaches are often made 
through friends who are acquainted with members of the 
committee. 

“We sometimes make an especially nice sale as a 
presentation gift by suggesting that the group of givers 
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When University of Virginia won the Southern Conference Boxing 
Championship, Keller & George, Charlottesville, Va., showed this 
ingenious window display. 









have their signatures engraved in facsimile upon the 
article. We recently sold a large silver tray on which 
we engraved more than 80 facsimile signatures. Of 
course, this adds a fine personal touch to the gift. 

“One or two interesting trophy sales come to mind. 
Not long ago we learned of an important polo match 
between a team from the Argentine and a team whose 
grounds were located at a summer resort within acces- 
sible distance from Providence. Aided by a friend, who 
made an appointment for us, we took a nice selection 
of merchandise by auto and in about fifteen minutes’ 
conversation with the committee sold them four sterling 
silver Paul Revere pitchers at $80 each. 

“On another occasion, I had an appointment with a 
committee for a horse show and, not knowing exactly 
what they expected to spend, took a large assortment of 
articles in a wide price range. The committee was not 
able to keep the appointment on time, but as the mer- 
chandise was all laid out in the club room members 
strolling by looked it over and several purchases were 
made, including a gold sport pin at $125.” 

This jewelry house has a broad concept of trophies, 
and offers a wide variety of utilitarian articles as well 
as the latest in gold, sterling and plated cups and other 
merchandise of purely display value. “We carry sterling 
and plate cups or other pieces suitable for trophies pro- 
duced by practically all of the leading silversmiths,” 
(Please turn to page 41) 
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Jewelry Tax Repealed 


HE new 1936 tax bill signed by 

President Roosevelt on June 22 
repeals the excise tax of 10 per cent 
levied on jewelry items under Sec- 
tion 605 of the Revenue Act of 1932. 

This is the best news that has come 
to the jewelry trade since the 1932 
law became effective. The repeal 
means a saving of a big sum to the 
jewelry industry and gives complete 
relief from a tax that was so badly 
drawn that it was most difficult to 
administer and a nuisance to all who 
had to deal with it. 

To all those who had a part in 
working for the repeal of the tax THE 
JEWELERS’ CiIRCULAR-KEYSTONE ex- 
tends congratulations. 


© © 


Help in This Work 


HE work of the Jewelers’ Vigi- 

lance Committee in the jewelry 
and allied trades is of such great im- 
portance as to need no explanation. 
Since 1917 this committee has fought 
to uphold ethical standards in our 
industry and to enforce the laws cov- 
ering the quality marking and sale 
of articles made of gold, silver and 
platinum. 

The directors of the committee are 
confined to no one branch of the in- 
dustry and work at all times for the 
benefit of all sections of the trade. 
They are constantly being called upon 
to answer questions and to investigate 
violations of the law, as well as un- 
fair trade practices. ‘They serve the 
industry without pay, the only ex- 
pense involved being for merchandise, 
assay and laboratory work and attor- 
ney’s fees. The success that has been 
achieved in the past in promoting the 
welfare of the entire industry could 
never have been realized except by a 
body of men that reflected the ideas 
and aspirations of every element in 
the manufacturing, producing and 
distributing trades. 

Unless some other body should be 
formed to take its place, the Jewelers’ 


Vigilance Committee must continue 
the work which it has performed so 
satisfactorily in the past. The com- 
mittee is‘ financed entirely by volun- 
tary contributions and now finds it- 
self in need of funds. Chairman G. H. 
Niemeyer is asking for contributions, 
and we strongly urge that the re- 
sponse be generous that this impor- 
tant work may go ahead with re- 
newed vigor. 
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Business Shows Increase 


EPORTS from almost every sec- 
tion of the country indicate an 
improvement in general business con- 
ditions. This trend is supported by 
statistical information which shows 
that while the recovery from the de- 
pression has not been as marked in the 
jewelry trade as has been the case 
in many other industries that there 
has been an appreciable advance and 
that even the most conservative are 
now more optimistic as to the future. 
An indication of this improvement 
is noted in the annual June influx of 
buyers to the New England jewelry 
district which offers a preliminary in- 
dication to individual manufacturers 
of what their volume is likely to be 
in the coming months. Upon the 
activities of these buyers in their 
acceptance of new goods and the 
amount of their baokings, the manu- 
facturers gage their estimates as to 
the business outlook for the remainder 
of the year. Reports as to this vol- 
ume have been received with general 
satisfaction and are especially encour- 
aging for a presidential year. 

Retail jewelers are finding an in- 
creasing desire on the part of the pub- 
lic to purchase and, while trade last 
month reflected the June wedding and 
graduation season, there is noted a 
better feeling generally. 

July and August are always slow 
sales months with retail jewelers but 
indications point to a fall trade bet- 
ter than last year. 
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Rebibesies Decrease 


TATISTICS show that up to 

June 15 of this year the total 
number of robberies reported to the 
Jewelers’ Security Alliance thus far 
in 1936 reached 152, as compared 
with 196 robberies in the first six 
months of 1935. The decrease in the 
number of robberies is an indication 
that retail jewelers are becoming more 
and more careful in avoiding unnec- 
essary risks and more familiar with 
the tricks which in past years have 
fooled them. The fact that the losses 
this year have reached $488,000, as 
compared with $433,000 during the . 
first six months of 1935, is accounted 
for by one window-smashing robbery 
this year which resulted in a loss of 
$37,000. 

“At the present time,” says Secre- 
tary Noyes, “the greatest amount of 
losses come from the work of sneak 
thieves and window smashers, with 
holdups a close third.” 

Figures show that in 1924 peak 
losses were recorded, when 1000 
jewelry stores were robbed with a re- 
sultant deficit of $3,383,400. There 
has been a gradual decrease in the 
number and amount of robberies since 
that time. In 1934 the figures show 
that 396 jewelers were robbed and 
property valued at $935,000 taken. 

Although the situation has shown 
marked improvement, that is no rea- 
son why jewelers should relax their 
vigilance at all times. Care in fol- 
lowing the advice given by the Alli- 
ance should help to still further de- 
crease the number of losses and may 
save many jewelers from being added 
to the list of victims of underworld 
operators. 

The files of the Alliance hold many 
stories of robberies which might have 
been avoided if proper precautions 
had been taken. A hit-or-miss policy 
in jewelry stores invites visits from 
sneak thieves and other crooks. The 
price of security is constant vigilance 
and ‘it is a good investment. 
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Sell Them Minis Trophies 


COMPLAINTS are often heard that the trophy business instead of clearing through retail jewelry 
stores is being done by catalog houses and wholesale concerns and that retail jewelers are thus 
being deprived of trade that should logically be theirs. 

Retail jewelers who have pushed their trophy business and have been alert to take advantage of 
the profit opportunities offered, as the result of carefully planned effort, seldom complain about such 
competition. They have learned that in making their stores trophy headquarters, by stocking attrac- 
tive selections and properly advertising and displaying their merchandise, that they have increased 
store traffic and thus have also sold more jewelers’ merchandise of other kinds. 

In order to properly promote trophy sales successful merchants find it a big advantage to take 
part in community sports and social activities and also serve on such committees. They are thus in a 
position to know who does the trophy buying and what is being purchased. 

Trophies are in demand at all seasons of the year, particularly in summertime, and winners of com- 
petitive events always prefer to have jewelers furnish their prizes. Retail jewelers will find that 
manufacturers are able and willing to assist them with striking offerings and with merchandising dis- 
plays and tested selling suggestions. 

America is becoming increasingly sports-conscious and this year should see renewed activity in 
this direction and added opportunities for trophy sales. Those who have overlooked cultivating this 
business should go after it this year. 

The selling field is wide open. The time is now and by putting real effort into this work retail 
jewelers can gain and hold this trade. 
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Native Compound at the Dutoitspan Mine. 


(Continued from June issue) 
WORLD PRODUCTION 


World’s production of diamonds in 1935 was approximately 
7,300,000 carats, worth some $30,000,000. Compared to 1934 this 
is an increase of about 32 per cent in carats and some 45 per 
cent in value. The South African pipe mines only washed a 
little blue ground and in conseqeunce of the production the allu- 
vial mines of the world accounted for some 96 per cent of the 
carats, and 93 per cent of the value. 

The following table gives with the accuracy available statis- 
tics permit, the world’s diamond production for the years 1934 
and 1935: 


1934 1935 
South Africa 


a oe ees 9,414 carats 273,604 carats 
"ts anew Sdip aw he.e.0-« 430, 402,404 
Seats gsc eebwa skews eee 3,331,360 (estimated) 3,500,000 
RNS DB + ahs Rds ked Vo Oa Ae 0-010 452,96 482,000 
Gold Coast (Exports to March 
a ob paSs slang W608 one > 1,142,268 2,172,563 
GN. cas éneeccs00s 68,633 (estimated) 250,000 
South West Africa ......... 4,126 7 125,000 
Ere 44,569 - 45,000 
EE ra ass 6 ales (estimated) 30,000 = 50,000 
NS oa. sis uth + o'eid aie one 1,414 1,714 
PCT eee 4,000* 3,500** 
5,519,645 7,305,785 


*(Includes India, Borneo, Australia, Venezuela, Rhodesia and California) 
**(Includes India, Borneo, Australia, Venezuela, French West Africa 
and Nigeria) 

The increased production over 1934 came largely from the 
pipe mines of South Africa and from the alluvial mines of 
Sierra Leone, Gold Coast, South West Africa and Congo. Of 
the total production, about 60 per cent was bort and only 40 
per cent suitable for the jewelry trade and an unusual percent- 
age of this was too small to cut into stones of much value. 

In January, a few Russian “seconds” came on the market at 
firm prices, but thereafter few appeared. Incidentally diamonds 
are accepted together with bullion and foreign currency at the 
Soviet Torgsin stores where foreigners in Russia trade. The 
proceeds are used to purchase machinery and raw products 
needed by the government. 


RELATIONS OF SOUTH AFRICAN GOVERNMENT 
TO THE INDUSTRY 


In 1935, the South African government aided the industry by, 
to a certain extent, controlling alluvial production. The govern- 
ment is producing at its Namaqualand mines only enough to 
pay expenses and to keep its own employees busy. During the 
summer, the government, at the request of the Diggers Commit- 
tee, appointed a Commission to inquire into the prospecting and 
proclamation of farms’, owners’ and discoverers’ rights and 
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Diamond Washing Machine at the Premier Mine. 


ground reserved from pegging, the amendment of the Precious 
Stones Act, social housing and living conditions on the fields, 
the diamond markets, illicit diamond buying and other crimes, 
health schools and sanitation, labor supply, diggers’ organiza- 
tion, stabilization of the industry, incidence of taxation of the 
diggers, administration of the fields, participation of the dig- 
gers in settlement schemes, i.e., a general survey of the whole 
question. 

The revision of the Diamond Law has been completed by the 
Department of Mines. A bill which contemplates a reduction in 
license and claim fees will be presented to the next session of 
Parliament. 

The Diggers in the summer were much disturbed to find that 
the Workmen’s Compensation Act, effective July ist, required 
them to insure natives in their employ. The Diggers Committee 
claimed that the legislation would kill the industry and it at- 
tempted to postpone the operation of the law until the Govern- 
ment Commissions report was made. 

Representatives of the alluvial industry appeared before Mr. 
Patrick Duncan, Minister of Mines, early in September, com- 
plaining that the 1927 Precious Stone Act had deprived the dig- 
ger of new areas in which to operate and forced him to work 
claims of doubtful payability. They asked that new ground be 
thrown open to mining and that they be permitted to seek finan- 
cial backing for their enterprises. They demanded a loan of 
£30,000 to clear off debris lying on supposedly rich deep ground, 
and wished aid in obtaining a more adequate water supply. 
Whether such requests are consistent with a rational planning 
of production is doubtful. 


SOUTH AFRICAN PRODUCTION AND EXPORTS 


Due to the discovery of important alluvial diamond fields dur- 
ing the past 30 years in Africa but outside of the Union of South 
Africa, the latter country cannot in the future enjoy the domi- 
nant position in the trade it did 20 years ago. It will, however, 
for many years to come be the largest producer of diamonds, as 
to value. Its production to the end of 1935 has been some £318,- 
706,000, or in value about 23 per cent of the total gold produc- 
tion of South Africa. 

Exports from South Africa of rough in 1935 were slightly less 
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IN 1935— 


The second part of the report on the Diamond Industry in 
1935, written by Sydney H. Ball of the mining engineering 
firm of Rogers, Mayer & Ball of New York, is presented 
herewith. Mr. Ball has written the chapter on Precious and 
Semiprecious Stones for the Minerals Year Book of the 
United States Bureau of Mines for a number of years and 
is also the author of other important articles on the subject 
of gems. 





Photograph showing a part of the De-Beers Mine. 


than in 1934, as some of the mines by 1935 had sold all their 
stocks. Recent exports follow: 


BORE CS cer cccsanssnsecvocseranes £1,955,000 
TREE Ges briceseeevrcntvics ho newee 2,130,000 
BEE Kora o evades cevedetededaes 2,815,000 
errr errr errr ere rr er te 2,804,000 


The South African production reached a peak value in 1928 
of £16,677,772. From then to 1934, the value has dropped mark- 
edly, in part due to the partial exhaustion of some of the alluvial 
field but mainly due to the closing of the principal pipe mines 
early in 1932. The increase of 1935 over 1934 was largely due 
to washing of mined blue ground by De Beers. The value of 
recent productions is shown in the following table: 


Year Value of Production 
EE 6. coal iw bbeik bee aald ee bla ie £16,677,772 
SU Pil daiich +h ch eee een cuaeeete 10,590,113 
DEE eussivedd.ctvabkevesneedane 8,340,719 
NEE). dpwhavder osoudcdaduerecehs 4,182,523 
ME a.2'0-h:0 bud: 0a @O Rie ha Weltaee eada 1,679,600 
ee eee eee 1,560,404 
ME Listas capobicnekdnewodsaer 1,437,591 
BE “nce dsindewhcad tees Cunkontnnl 2,171,267 


Recent productions by provinces have been as follows: 








o- 


A view of the Dutoitspan Diamond Mine 


Of the 1935 production by weight 40.4 per cent and by value 
20.9 per cent came from the pipe mines (largely De Beers). 
The 1935 production by weight was 153.7 per cent of that of 
1934 and 151 per cent as to estimated value. 

The 1935 sales as to carats were 186.5 per cent of those of 
1934 but the value received due to the lower per carat price was 
but 116.7 per cent. 


PIPE MINES 


De Beers CONSOLIDATED Mines LimitTepD 


The De Beers Consolidated Mines, formed in 1888, is by far 
the most important unit of diamond production since, besides 
its own mines, it owns Koffyfontein, controls Premier and to all 
intents and purposes controls New Jagersfontein, Cape Coast 
Exploration and Consolidated Diamond Mines of South West 
Africa. It performs the administrative and consulting work of all 
these companies and has established for them a central diamond- 
sorting office. In 1935, De Beer’s mines shut down on March 
1, 1932, were idle but a considerable production (about 273,575 
carats) during 1935 resulted from washing stock-piled kimber- 
lite (begun March 4, 1935). The Dutoitspan mine was re- 
opened on March 18, 1936. Later in the year, Bulfontein will 
be reopened, provided the improvement in the diamond trade is 
sustained. To facilitate the re-opening of these mines, it is 
reported that the government has given to De Beers part of its 
quota while the quotas of Premier and New Jagersfontein were 
obtained by De Beers assuming the upkeep expenses of these 
mines. 

De Beers’ balance sheet as of December 31, 1935, showed in- 

(Pleast turn to page 31) 








MINE STONES ALLUVIAL STONES TOTALS 
é Value Value Value 
Province Year Carats Estimated Per Carat Carats Estimated Per Carat Carats Estimated Per Carat 
eee 1932 74,381 £ 54,759 14/9d 355,609 £ 460,785 27/6d 409,990 £ 515,544 23/4d 
1933 a — ——— 371,243 757,433 40/10 371,243 757,433 39/6 
1934 —~ —_—— — 313,153 648,603 41/5 313,153 648,603 31/10 
1935 — — oe 234,876 499,838 42/6% 234,876 499,838 42/6% 
Me COMORY oi coco cecse 1932 200,878 301,589 30/0 149,350 832,308 111/5 353,083 1,134,846 53/4 
1933 3,022 2,523 16/8 114,169 772,640 135/4 118,548 776,622 109/7 
: 1934 2,625 3,088 23/6 115,332 774,003 134/3 120,552 778,091 48/9 
Debris Washings .... 1934 2,595 1,000 ome a — — — — — 
, 1935 273,584 454,547 33/3 164,568 1,199,676 145/9.6 438,865 1,654,739 75/4.9 
Debris Washings .... 1935 711.5 516 14/6 
Orange Free State ...... 1932 32,171 19,957 12/5 3,137 9,253 59/0 35,303 29,210 24/6 
1933 11,127 5,066 9/1 5,633 21,283 75/7 16,760 26,349 35/5 
1934 4,193 1,386 6/7 2,413 9,511 78/10 6.606 10,897 7/9 
1935 20 8 8/0 2,960 16,682 112/8.6 2,980 16,690 112/0.16 
MOTALS vecisvevcis 1932 307,431 376,305 24/6 488,096 1,302,346 53/4 798,382 1,679,600 35/1 
1933 14,149 7,589 10/9 491,046 1,551,356 63/2 506,552 1,560,404 57/7 
P 5 1934 6,819 4,474 13/1 430,898 1,432,117 66/6 440,312 1,437,591 39/6 
Debris Washings .... 1934 2,595 1,000 soaiiige ist fae ps pate acai 
1935 273,604 454,555 33/3 402,404 1,716,196 85/3 676,722.2. 2,171,267 64/2 
Debris Washings .... 1935 711.5 516 14/6 
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Note the star sapphire (for the Lone Star 

State) in this $50,000 key made by the Arthur 

A. Everts Co., Inc., and used by Gov. James 

V. Allred (below) to open the gates of the 
Texas Centennial Exposition. 





Lvs Centennial summer 
in Texas, and the jewelry store of Arthur A. Everts Co., 
Inc., Dallas, is marching along with special displays and 
an alert jewelry merchandising policy in quick step with 
the $25,000,000 Southwest World’s Fair which opened 
at Dallas June 6, and will continue until November 29. 

In a very real sense, the Everts establishment “opened”’ 
the exposition; for the governor of Texas used a $50,000 
key of gold, platinum and jewels to unlock the gates of 
the fair grounds and the key was designed and made in 
the Everts shop. This king of keys, by the way, has a 
14-carat diamond in its center and its 10-inch length is 
decorated with more than 200 other diamonds, besides 
rubies, emeralds, jade, opals, coral, zircons, onyx, sapphires 
and four festoons of oriental pearls. 

The Everts store was able to advertise that “the world’s 
most gorgeous and expensive key was designed and made 
in its entirety by Arthur A. Everts Co., Dallas,” and 
thousands of Exposition visitors already have seen the 
key, which has been placed in a counter case at the rear 
of the store. 

Texas historical scenes are fashioned in relief from 
various colors of gold on the sides of the key, and sym- 
bolical of the many sections of Texas and of the Lone 
Star State’s 400-year history are: La Salle’s ship, the 
Alamo, a prairie schooner, the six flags under which 
Texas has been governed, an oil derrick, a pearl cotton 
ball, and the Texas bluebonnet. 

One of the major sections of the exposition, the Cul- 
tural Center, which includes museums of natural history 
and fine arts, has an unofficial adjunct at the Everts store 
where a number of objects of historical and artistic inter- 
est are on display, among them the sword which Santa 
Ana surrendered to Gen. Sam Houston, lent by General 
Houston’s granddaughter, Margaret Bell Houston, and 
the general’s watch, from the Wirt Davis collection. 

Window cards invite visitors to come in and browse 
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around. Conveniently located tables offer them inexpen- 
sive gifts and Centennial souvenirs, such as Indian-made 
silver and turquoise jewelry, cowboy book-ends and ash 
trays, hand-carved longhorn steers and steer heads, cow- 
boy boot and hat ash trays, bracelets, rings and vanities, 
and tie clips decorated with Centennial seals. 

Every one of the dozen different departments in the 
store is attuned to special effort during the exposition, 
according to Myron Everts, who is the son of the founder 
of the business and who likes the watch section best. He 
has six “watchwords” for this department and expresses 
them, in substance, as follows: 

“Keep the entire stock salable. This means a constant 
flow of fresh goods with novelties given a chance to dem- 
onstrate their public appeal value. 

“Seek balance in the stock. 

“Offer people quality goods in the manner they like. 

“Ever remember the good name of the store in all.buy- 
ing and selling transactions and in all contacts with cus- 
tomers. | 

“Display quality watches in windows at all times, 
accompanied by consistent newspaper publicity. 

“Gracefully accept blame even when the store is not 
at fault, as the cornerstone of successful adjustment of 
complaints.” 

Mr. Everts amplified these precepts. Buying, said he, 
is reduced almost to a mathematical basis. Sales records 
tell what has been sold, the inventory reveals the condi- 
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tion of the stock, and a thorough knowledge of current 
local conditions plus regard for fashion trends, and the 
buying budget is ready. Mr. Everts has found men as 
susceptible to newness in watches as women, and has 
found that the showing of associated articles, such as 
watch chains, bracelets, tie clips, belt buckles and clocks, 
all of which have the element of newness, in cases ad- 
joining the watch department, boosts the sales volume 
besides adding an appearance of freshness to the watch 
section. 

Three price ranges are carried in men’s and women’s 
watches. A few years ago it was found that the store 
was selling an excessive proportion of men’s inexpensive 
wrist watches, and one simple little question asked at the 
start of the sale, “Do you want a good timekeeper?” 
changed the customer’s objective from just buying a watch 
to acquiring a specific good watch. 

It has been stated that it costs $5 a watch to service a 
woman’s wrist watch during the course of a year, and 
Mr. Everts believes that this is one good reason why 
jewelers should get a reasonable markup. The Everts 
store gives the customer a 90-day free inspection service 
which goes a long way in eliminating some unreasonable 
complaints. Considerable watch repair desk controversy 
is eliminated by giving a customer a tiny booklet entitled, 
“How to care for your watch.” Estimates are never made 
at the moment, because a reasonable length of time is 
always required for thorough examination. 

In the precious jewelry department, salespeople are 
calling attention to the star sapphire as the symbolical 
Texas gem—the star sapphire for the Lone Star State. 
It has been suggested that this gem be made the official 
jewel of the state. A marked increase in the sale of star 


KEY UNLOCKS CENTENNIAL SALES — 


sapphires has been noted and. other colored gems are be- 
coming more popular, it is reported. 

Nearly a dozen different designs of souvenir spoons in 
sterling and plate carry the Centennial theme into the 
silver department, which is currently specializing in 
matching old or inactive silver patterns without the cus- 
tomary extra die charges. Old English silver is being 
shown. 

Commemorative designs are also to be found in the 
china and gift department. 

What is considered to be the finest exhibition of hand- 
cut cameos in the world is being shown in a room on the 
second floor, and is a special object of interest to many 
Exposition visitors. For years Arthur A. Everts made a 
hobby of this collection, which cannot be matched even 
at the British Museum for either size or completeness, 
and it was only recently that he has considered parting 
with any of the pieces. 

These art treasures were acquired by Mr. Everts about 
15 years ago when he bought between 900 and 1000 ex- 
quisite cameos which had been gathered from all parts of 
Italy by a collector-jeweler of Terre del Greco, Italy, 
and Mr. Everts made additional purchases during his 
travels abroad. 

Mythological, historical and religious subjects are in- 
cluded in the group, and a great many are portrait cameos. 

(Please turn to page 39) 









Charming Frances Nalle, 
official hostess for the 
Texas Centennial, wears 
blue chalcedony and 
natural gold jewelry. 
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The $325,000 Federal Build- 
ing (left) is one of the most 
beautiful of more than 50 
buildings at the Centennia! 
Exposition. It is located at 
the end of the Esplanade of 
State, adjacent to the mil- 
lion dollar State of Texas 
Building. 
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ees a strange state of mind that does not recognize the importance of promptly 
answering letters. We hear of this so often from various retailers, wholesalers and 
manufacturers in the trade. Letters of all kinds, some asking for information that 
would be of benefit to both parties, even letters inquiring for merchandise; in fact, 
letters of every type often remain unanswered until a second or third letter is sent. 

There are two types of people. One that answers a letter promptly on receipt 
or as near promptly as conditions will warrant, and the other who simply lays a letter 
aside and forgets all about it. 

Of course, there are two types of letters. One that asks for an answer or im- 
plies the necessity of an answer, and the other that requires no reply. 

The point we want to make is why so many people fail to answer a letter 
promptly that does call for a reply. We have in mind a letter addressed by a cus- 
tomer to a manufacturer which was called to our attention a few days ago. No reply 
forthcoming, a second letter was sent, and a third. 

Another case where a letter was written to an importer in regard to a particular 
kind of a stone for setting. This was a rush order and should have had prompt atten- 
tion. Two letters were written to the importer but in the meantime the customer 
was leaving for California and the sale was lost to that jeweler and to that gem 
dealer. 

To my mind there is something discourteous in not answering a personal letter. 
It is akin to passing a person on the street and not recognizing his salute. Probably 
the man who was derelict in answering a letter would not be guilty of ignoring a 
man if he met him face to face. Nevertheless, it is true that many letters are un- 
answered and ofttimes they are answered only after a second or third letter or a 
telegram has been sent requesting a reply. 

A little poem was handed to me by one of my associates which I think is worth- 
while printing. We do not know who the author was but I think he has said a great 
deal in a few words. It reads: 





ABR S 


To AN UNANSWERED LETTER 


Remember, my friend, as you open 
A letter on business to you, 
*Twas not written solely for pleasure 
As the writer has duties to do; 
But reflect on the author's true motive 
(Tho to you, it may of no interest be). 
Yet by the rules of custom, an answer 
Is due as a real courtesy. 


Don’t cast it aside in the basket 
And to the waste so aptly consign; 
But consider how you would be treated 
W ere you at his end of the line. 
So please take’ up your Spencerian and paper— 
(How easy “tis, you will see). 
Acknowledge the receipt of the missive. 
*Tis an act of real courtesy. 


Morac: Answer letters promptly. It bespeaks courtesy, efficiency and good 


Bethy folbyl. 


Vice-President. 
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The Diamond Industry 
in 1935 


(From page 25) 


Right—An Angola diamond mine 
with overburden removed and gravel 
exposed ready to be mined 


Below—A view of the Premier 
Diamond Mine showing haulage 
equipment in operation. 


vestments in diamond mines, the Diamond Corporation and 
other kindred interests of £1,485,588: other investments valued 
at £4,824,444; cash and debtors £1,233,103. Liabilities on chat 
date were £1,674,079. £1,038,312 was carried forward. 


Sales of South African production and exports the past three 
years have been as follows: 








1931 133,745 400,000 _ 
1932 142,481 (loss) —_—_— — 

6 mos to 
Dec. 31, 1932 215,705 (loss) —_— _ 
1933 128,589 (profit) —— — 
1934 768,693 (profit) —- — 
1935 2,122,361 (profit) 400,000 —— 


To the 1935 profit of £2,122,361, £1,038,312 was brought in 
from 1934, a total credit of £3,160,673 ; from it was appropriated 
£60,365 premium on debentures redeemed, £195,125 written off 
on blue ground purchased from Koffyfontein Mines, £400,000 
preference dividend; £596,908 allowance to retired employees 
and £1,602,180 to general reserve leaving £54,842 to be carried 
forward. 

On December 31, 1935, the company redeemed at 102% per 
cent its entire issue of 5%4 per cent redeemable sterling deben- 
tures in the amount of £2,414,600. The preference shares there- 
fore are now the first obligation of the company. In May, the 
company offered to the preference shareholders for their shares 
and the arrears then due thereon (40 per cent cumulative pref- 
erence par £2.10s. with £4 arrears on December 31, 1934). (A) 
a 24 per cent cumulative preference share of £2.10s.: (B) £1 
cash: (C) £3 of 4 per cent first debentures (never issued): (D) 
one-eighth deferred share: (E) the establishment of a Prefer- 
ence Dividend Reserve of £960,000, or a two years’ dividend on 
the new preferred shares. Certain preference stockholders criti- 




















1933 1934— 1935—— 
‘ Carats Per Carats Per Carats Per 

Province Sold Carat Value Sold Carat Value Sold Carat Value 
Transvaal eee e cece cece ceseces 414,686 39/5.94 £818,905 507,745 31/9.62 £807,371 820,149 16s. £657,343 
ME OMINCE . wc cc ccccccce tte 170,084 195/7.37 931,732 655,674 48/9.11 1,598,514 1,549,881 28s. 10d. 2,234,764 
Orange Free State ...........; 61,273 35/7.19 108,563 98,129 17/9.4 87,263 2,960 112s. 8d. 16,682 

es eecccce eee Pee £1,859,200 ee Beer £2,493,148 pK A Sees See €2,908,789 
Average Value ......... ebecece 59/6.67 per carat 39/6.3 per carat 24s. 6d. 

Operating data of pipe mines follow: cised the plan and it was dropped early in July. The diamond 

— situation so improved during 1935 that 10 shillings in respect to 
F omoge | 2 Interest Total Mining arrears was paid on January 10, 1936. Later a new plan cover- 
deg “woe yg and Dividends Revenue Expenses ing the arrears on the preferred may be offered. 

1926 4°193,866 yet ot ate In August, 1935, De Beers bought the business and assets of 

Fd 4,313,674, — 5,006,425 1,322,482 Koffyfontein mines (which it already controlled) for £647,089 

1929 Hetty — 3909798 Heyer: and the Koffyfontein Estates for £191,700. The two Koffyfon- 

S44 3,262,666 — 3,798,477 1,140,372 tein companies are to be liquidated. 

1932 Serna sores es aay rg te J. M. De Beer, the owner of the farm, on which the De Beers 
6 7 to pipe, the second discovered in South Africa, died in August, 

1932 439 —. 64,333 77,932 1935. 

1933 297,429 eave 727,395 168,692 OTHER PIPE MINES 

1934 900,323 £528,056 1,444,360 270,862 : : . ‘ 7 

1935 1,520,111 1,369,099 2,975,931 435,021 The other South African pipe mines remained closed during 


"(Includes £462,420 of Premier stones). 


Dividend on 


Year ending Net Preferred and Dividend on 

June 30 Profit Deferred Shares Deferred Shares 
1925 £2,193,430 £1,890,514 20 s. 
1926 3,160,632 2,435,771 30 s. 
1927 3,157,529 2,435,771 30 s. 
1928 2,192,249 1,617,885 15s. 
1929 2,048,517 1,617,885 15s. 
1930 2,126,905 860,000 — 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for July. 1936 


1935, although all maintained their properties in a condition to 
reopen if the market warranted such action. Several of them 
sold diamonds from stocks, permitting them to show profits dur- 
ing 1934 and 1935. 

The Premier (Transvaal) Diamond Mining Company sold in 
1934 diamonds to the value of £173,551 and made a profit of 
£163,801. On December 31, 1934, the European staff numbered 

(Please turn to page 33) 
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By Warrant of Appointment 
to Their Majesties 
of Japan 


PEARLS—express Personality 








Not only in the individual who wears them, but in the store that sells 
















them. 


MIKIMOTO CULTIVATED PEARLS 


lend dignity and character to the store that attractively features and 
displays them, assuring increased business and better profits. 











MIKIMOTO CULTIVATED PEARLS 


are the product of infinite patience and fastidious selection. At the Mikimoto 
Pearl Colony of 41,000 sea acres in Japanese waters, the most rigid standards 
are maintained. The result—Pearls of unequalled symmetry, lustre and loveliness. 
Yet retailers may sell them at prices that offer irresistible value. 


If a visit to one of our offices is not convenient, 
we invite your inquiry by mail. 


WK. Mikimoto... 


New York Office 630 Fifth Ave. 
Los Angeles Office 649 South Olive St. 
Chicago Office 55 E. Washington St. 
Head Office: Ginza, Tokyo Branches: Kobe, London, Paris, Bombay 
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Diamond Industry in 1935 


(From page 31) 


97 and 12 natives were employed. During 1934, the board with 
the concurrence of the Union Government arranged for De 
Beers to take over the company’s sales quota, De Beers in re- 
turn paying the cost of Premier’s maintenance as well as the 
quota consideration payable to the Diamond Corp. Ltd. The 
mine is flooded to the 15th level. 

New Jagersfontein Mining & Exploration Company shut down 
its mine in January, 1932, since which time only maintenance 
work has been done. On December 31, 1934, investments in as- 
sociated companies stood at £253,293, stores at £35,000, debtors 
at £11,380, cash £690-9-11, and Diamond Corporation Deben- 
tures £53,000, while current liabilities were £112,998-18-9. The 
shaft is 472 feet below the 1350-foot level; above the latter level 
there are 13,000,000 loads in sight. The stock of unwashed rock 
on December 31, 1934, consisted of blue ground, 304,240 loads, 
and hopperings, 17,444 loads. During 1935, the underground 
workings and the plant were kept in good condition permitting 
reopening should the market warrant. In 1935 diamond sales 
(£19,607) and miscellaneous revenue (£4,418) totaled £24,025 
with costs and losses of £32,562 (mining £18,521). There was 
carried forward £98,342. The company sold during the year its 
Diamond Corporation 434 per cent debentures thereby reducing 
its debt to De Beers. The staff on December 31, 1934, consisted 
of thirty-six Europeans, and six natives were employed. By late 
1934, the company’s stock of diamonds had been sold and in 
consequence the De Beers Company has agreed to pay all Jagers- 
fontein’s upkeep expenditures in exchange for the latter’s dia- 

« mond sales quota. 

The open cut mine of Koffyfontein Mines Ltd. is situated 
northwest of the Jagersfontein mine in the Fauresmith district, 
Orange Free State. The company’s mine was closed down on 
July 23, 1931. All diamonds on hand had been sold in 1933 and 
the 1934 loss was therefore £17,049. On December 31, 1934, the 
Unappropriated Balance was £13,189. The company has long 
been controlled by De Beers and in 1935 the company’s assets 
and that of the Koffyfontein Estates were- purchased by De 
Beers (q.v.). Both the Koffyfontein Mines and the Estates are 
to be liquidated. 

The Crown Diamond Mining and Exploration Company in 
the twelve months ending June 30, 1935, showed a loss of £10,- 
628.6s, cost of pumping and maintenance permitting it to re- 
open if market conditions warrant. Phoenix Diamonds Ltd. 
showed a similar debit of £1,433.11s.7d. West End Diamonds 
Ltd. for the year ending June 30, 1935, showed a loss of 
£5,224.14s. It is negotiating with the government for a renewal 
of its lease on the Government’s half-share of the mine, the old 
lease having expired on May 8, 1935. Tributers in 1934 pro- 
duced 3,995 carats (value £1074) from the Roberts Victor Dia- 
monds Limited. The company suffered a loss of £480 during 
the year. 


SOUTH AFRICAN ALLUVIAL PRODUCTION 


The alluvial mine production continued to decrease in 1935 
as compared to 1934. The outputs per province and districts 
follow : 

















Metric Value Per 
Carats Value Carat 
Klerksdorp OE ee CT Ce 37,502.75 £175,984 93s. 10d. 
Lichtenburg scaled ace, ates ete ania 187,260.50 313,330 33s. 6d. 
MET Se vics 6 co.cc vos ne Oovaee 10,113.25 10,524 20s. 10d. 
Transvaal Cee eT eee ee 234,876.50 £499,838 42s. 7d. 
Kimberley beens epetuewere ween 5,781.25 31,765 109s. 11d. 
NS Sh Secon ates seks 110,000.00 880,000 160s. Od. 
a 36,977.75 213,334 115s. 5d 
Herbert SCs eee oe ee 3,395.25 16,970 100s. Od 
SCs. cdiarccadestea ce dive 621.00 3,632 117s. Od 
Hopetown lacs: 0 BAa® atone tala olan 6,727.00 50,630 150s. 6d 
ME os «cb ch ccmade eed: 918.25 2,433 53s. Od 
Ss 6 ids aiicagaenen 5.00 41 —- 
<< sinsaves xen eetaw es 114.50 810 —- 
SE Ts ae 20.75 53 —_—— 
Van Rhynsdorp ..............- 8.00 8 —_—— 
I isis bag eral ed ound a eave 164,568.75 £1,199,676 145s. 10d. 
DS 4s des sakebceviass 1,806.75 13,164 145s. 8d. 
I ox cau ackch ue awe 223.00 1,492 133s. 10d, 
Kroonstad ere ries ete 0.50 8 —_— 
ME) x. varenewece bolt ae hs 930.20 2,018 43s. 5d. 
Orange Free State .......... 2,960.45 £16,682 112s. 8d. 
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As to value Namaqualand was first and thereafter Lichten- 
burg, although the latter district continues to become less and 
less important annually. Lichtenburg, however, continues to pro- 
duce an important amount of diamonds and the diggers claim 
that with depth rich gravels occur which could be profitably 
mined, were the government to remove the old tailings and 
overburden and assist in obtaining an adequate water supply. 
The number of men employed at the peak of Lichtenburg’s pro- 
duction was 80,000 and in comparison the total number of men 
employed early in 1935 in alluvial mining and in diamond pros- 
pecting (whites 13,394, natives 32,905, a total of 46,299) seems 
small. 

The largest breakwater ever constructed to divert the Vaal 
River was finished in July at a cost of £10,000. The dam is 
situated 6 miles downstream from Barkly-West. The syndicate 
of diggers financing the project hope to find rich gravel in the 
2 miles of river bed exposed. 

No outstandingly large diamonds were found by the diggers 
in 1935. In March a fine 41 carat stone worth £2,000 was found 
in the Witklip diggings near Lichtenburg and in October a 25 
carat stone of the Goedgedacht diggings which was sold for 
£727. 


George Beet, one of Kimberley’s veteran diamond diggers and 
a journalist, who has written much about the early days of the 
industry, died in the fall of 1935. 


In April, in an attempt to trap certain persons suspected of 
being illicit dealers, the police planted some 200 diamonds in a 
secluded spot outside of Johannesburg. Detectives were on the 
watch but no one appeared: when the police went to retrieve 
the diamonds, they were gone! The mystery is unsolved, to che 
discomfort of the police. 


NAMAQUALAND STATE ALLUVIAL PRODUCTION 


In 1934 at the government diggings at Alexander Bay a sec- 
ond mechanical shovel and extra washing machinery were in- 
stalled. Diggers were increased in number from 272 to 305. 
The X-ray machine appeared to be of value in preventing 
thefts. Prospecting pits had to be timbered as the sand over- 
burden was thick. In 1935, the government claimed to be doing 
only enough work to keep its employees busy and to meet ex- 
penses. In May, 1935, a government official stated that the stock 
on hand was 342,633 carats of an average value of £7.10s. 
(total £2,569,747.10d.). 

Government figures as to the production in carats and value 
thereof of the State alluvial diggings together with govern- 
ment sales in the various fiscal years are given in the following 
table: 





Carats Estimated Fiscal Total 
Year Produced Value Year Sales 
FO ° oe ccknetaues 573,968 £4,304,690 1928-29 £2,466,800 
Sere ears. 101,581 761,857 1929-30 2,066,571 
SY uihis oa eaeadt 114,880 861,604 1930-31 791,949 
/. | 2 Sea 48,754 365,648 1931-32 413,175 
(ae. 69,207 519,052 1932-33 467,435 
ROE? eadtevcoinwkad 54,263 511,961 1933-34 167,639 
RE acs eaes bSuee 60,709 455,407 1934-35 167,215 
I  sssevetenexs 116,496 873,716 id — 
TOTAL «35% <'s 1,139,858 £8,653,935 £6,540,784 


SOUTH AFRICAN ALLUVIAL MINING COMPANIES 


Cape Coast Exploration (£505,022 in £1 shares) is the only 
private company which has recently operated in Namaqualand. 
It owns near the sea 56 farms (226,800 morgen) its mining 
rights being somewhat increased in 1935. On its farm, Kleinzee, 
is a 1,000 load-per-day-plant, completed in May, 1930. Yearly 
sales are limited by agreement with the Government to £72,000, 
surplus production being stored with De Beers and releasable 
only with consent of the South African Minister of Mines and 
Industries. As its stocks were ample, mining operations were 
suspended on July 23, 1932, a crew being kept on maintenance 
and to keep off poachers. On December 31, 1934, assets ex- 
ceeded liabilities by £107,942.. The company paid an initial 
dividend of 10 per cent (2 shillings) on January 26, 1934; one 
of 1s. 6d. on January 25, 1935, and a similar dividend for 1936. 

In the year ending June 30, 1934, total revenue was £53,494 
and profit about £34,361. 


Seventeen Europeans and three natives were employed. 
(Please turn to page 35) 
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Diamond Industry in 1935 


(From page 33) 


Arrangements were being made in August for the quotation 
of the stock on the Johannesburg Stock Exchange. 

The New Vaal River Diamond and Exploration Company 
owns mining rights on 177 square miles, its gravels are worked 
by diggers on a royalty basis and it rents for farming purposes 
such of its land as is suitable for agriculture. It is known as a 
producer of fine stones. In 1935 one large and several small 
breakwaters were constructed on the Vaal River. Operations 


follow: 


Output Value 

Year Carats Per Carat Net Profit 
1928 ..cccccececcees 10,467 £8. 5s. 7d. £6,754 
IRE 8,80 9. 6s. 9d. 5.163 

Mu Reccccccvcccs 6,519 6.15s.10d 475 (deficit) 
isa cnss-ese. 6,542 4s. 1,589 (deficit) 
nis hsnevie'se 7.695 3.178. 5%4d 1,156 (profit) 
BER pescccccccccces 15,756 7. 2s. 8d. 9,853 (profit) 
Bais cscsccece 8.141% 4.188. 2%4d. 10,854 (profit) 
DE cc cscccorses 10,035% 5.17s. 7d. 1,564 (profit) 


A dividend of 2% per cent (6d.) was declared in December, 
1935, payable early in 1936. 

Nooitgedacht Diamonds increased its capital during 1935 
from £25,000 to £30,000. 

Carrig Diamonds Ltd. from its River View property produced 
in 1935 something like 3,500 carats. The Skutsekama Estate pro- 
duced about the same amount and Vaal Alluvial Diamonds Ltd. 
perhaps about 1,000 carats. 

Treasure Trove Diamonds during the year attempted to make 
more ground available to diggers for washing but ran into 
government objections. The question is still being debated. A 
dividend of 114d. (124 per cent) was paid on June 29, 1935. 

African and European Investment Co. in 1934 reports a small 
revenue from diggers working on a small scale its Lichtenburg 
farms. 

BELGIAN CONGO 


The Belgian Congo for the fourth year in succession was the 
largest diamond producer of the world, although in value it is 
surpassed by South Africa. 

The following table shows the production of diamonds in the 
Belgian Congo for the past seven years: 


Belgian Congo 


Year Carats 

EG te ssw ds ceed Dekenes 1,648,000 
a «54.6 a mawene 6 eee 0% 1,908,000 
<6. ab eet aia oake wees 2,519,300 

EE ee 3,528,200 
Re este CeNeRTese 3,990,069 

0 ee 1,975,450 

NS i ws's onv bawediecewneee ,331,360 

ee estimated 3,500,000 (6614 % being industrial stones.) 


Exports in 1934 were 2,007,727 carats with a value for export 
purposes of 42,529,258 francs. Of the carats 480,000 were re- 
ported of gem grade. Between 1909 and 1934 diamonds made 
up 8.2 per cent of the Colony’s exports. The 1935 exports were 
4.312,441 carats. 

By 1932, the total production of diamonds from this field had 
surpassed that of any other field except South Africa. 

The Congo diamond mining companies employ about 180 
whites and 20,000 blacks. By the use of machinery, especially 
of larger units and the growing efficiency of the labor, the 
companies are reducing their costs. Much of the overburden is 
removed by hydraulic giants. Many of the plants are run by 
hydro-electric power. 


In April, 1935, the export tax on industrial stones was again 


increased from 4 per cent to 6 per cent, that on gem diamonds 


remaining 6 per cent, the valuation for export purposes being 
stabilized at 11 francs for bort and 83 francs for gem stones. 
Later, in the same month, the duty on bort was reduced to 4 
per cent and the export valuation of the two ‘types reduced re- 
spectively to 8 and 75 francs. The devaluation of the belga 
increased the profit of the operating companies appreciably. 
These companies sell their product to the Diamond Corpora- 
tion. 

The Forminiere (Société Internationale Forestiére et Miniere 
du Congo) is the original Congo-Angola company and besides 
its important diamond production, its large portfolio covers in- 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for July, 1936 


35 


terests in Congo tin, gold mining, plantation, trading and ranch- 
ing enterprises. Since its foundation, the colony has been paid by 
the company over 156,766,000 francs and the stockholders about 
95,368,000 francs, stockholders having received in dividends 
double their original investment. In addition, the company has 
spent over 85,000,000 francs on hospitals and camps besides a 
large amount in road building. The company has reduced in the 
Kasai basin the percentage of natives having the sleeping sick- 
ness from 5 per cent in 1923 to % per cent in 1934. Diamond 
production for the past five years has been approximately as 
follows: 


Year Carats 
1929 324,000 
1930 338,000 
1931 429,000 
1932 90, 
1933 410,451 
1934 473,036 
1935 estimated 588,000 





In 1934, an average of 16 mines were operated as compared 
to 13 in 1933. Reserves continue to increase and the blocked 
gravels insure a long life. The efficiency of the labor is increas- 
ing and the sanitary program of the company is markedly im- 
proving the condition of the natives, both those of the mines 
and of the nearby villages. The profit for 1934 was 17,675,885.76 
francs. The dividends on 1934 operations were 209.69 francs net 
per 500 franc capital share and 184.79 francs net per dividend 
share. It holds 1,000,000 francs of the stock of the 30,000,000 
Belgian diamond finance company, Comptoir Diamontaire An- 
versois. 

Beceka (Société Miniére du Beceka) produces industrial dia- 
monds mainly, less than 10 per cent of its production being suit- 
able for cutting. Approximate productions follow: 1929, 1,400,- 
000 carats; 1930, 1,969,500 carats; 1931, 2,885,095 carats; 1932, 
3,188,000 carats; 1933, 1,487,100 carats and 1934, 2,728,000 
carats. In 1934, about 25 whites and 4,853 blacks were em- 
ployed. All of the five mines on the Bushimaie River now 
operated, are electrified. Two large pan plants (14 feet) have 
been installed at the Company’s mines. In addition the com- 
pany produced in 1935, 240 kilos of gold (170 in 1934). The 
1934 profit was 10,138,578 francs and the Company paid net 
dividends of 110.75 francs per capital share and 90 francs per 
dividend share. 

Kasai-Luebo-Lueta Companies (Société Miniére du Kasai, 
Société Miniére du Luebo, Société Miniére du Lueta) exploit, 
through Forminiere, their concessions as a unit. In 1934 only 
four mines in the Kasai basin were operated, 13 Europeans 
and 2,040 blacks were employed. Curtailment of production 
began in 1932, recent production figures being as follows: 


Year Carats 
DOR: é.ccves 10 cdcueciegcssehaneen 137,411 
BOGE cn ccscecataccestenegeecaanuel 144,557 
WP 66+ checcsesbkaecuae «ene eee 177,807 
WO ook c vas ncdeteedcnuegabedcaee 211,178 
ee er ee Pe 213,734 
TOE onc ccéscudcueedeteausaenoaee 192,691 
BOOS, wcccnate datcsvaauee estimated 115,000 
RASS ds.é cénececckonsenwel estimated 120,000 


Reserves which were increased in 1934 guarantee a number 
of years of “profitable” operation. 
The net profit of the three companies in 1934 was: 


EMO Sovccvéiedesu@nmenes 1,136,740 francs 
EM. ovdcdoetineubane tees 2,778,768 francs 
ROGGE: cs va Jaceuugenscemeenkn 8,724,406 francs 


Dividends on 1934 operations were respectively: Kasai, 
265.21 francs gross; Luebo, 56.52 francs gross and Lueta 32.277 
francs gross per share. 

The Aruwimi-Ituri Mining Company operating gold placers 
in the northeast part of the Congo recovered as a by-product 
32 carats of diamonds in 1933 and 66 carats in 1934. 


ANGOLA 


The Angola Diamang Company, formed in 1917, works the 
southern part of the Central African diamond field as do the 
Congo companies its northern portion, the field crossing the 
common frontier. Due to contractual agreements with the colo- 
nial government, the production continues to expand. 

In Portuguese West Africa, the Forminiere, its Belgian and 
American groups, an English (the Oppenheimer) group and 
French and Portuguese financiers and private investors own 


(Please turn to page 36) 
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Diamond Industry in 1935 
(From page 35) 


Diamang (Companhia de Diamantes de Angola). On the Lop. 
don Exchange, the shares are known as Angolas. In 1934, 446,. 
496 carats valued at the customs at 63,783,395 Angolares were 
exported (corresponding 1933 figures: 483,448 carats and 70, 
425,483) or 33 per cent of the total exports of the colony. The 
diamonds are shipped to Belgium, and thence to the Corpora. 
tion. Operating results follow: 


Cubic Carats Dividend 
Meters Carats Per Cubic Net Shillings 
Year Treated Produced Meter Profit Per £1 Share 
re 203,492 201,511 0.99 £108,433 1s, 
_ ae 231,980 237,511 1.02 109,110 1s, 
SSP 264,323 311,903 1.18 122,032 1s. 
i eee 341,708 329,823 0.97 109,480 1s, 
| re 397,526 351,495 0.89 105,949 1s, 
Oe 407,945 367,334 0.90 107,908 1s. 
Se de 458,940 373,623 0.81 109,386 Is, 
PEE Sia-orig 485,946 452,963 0.93 139,709 1s, 


In 1935 the dividend was 1s.3d. and in 1936 it is likely to be 
slightly more. 

The 1935 production was about 482,000 carats, gravel of a 
little less than one carat per meter having been treated. About 
twelve years’ gravel reserves are kept blocked out ahead of 
production. From the formation of the company in 1917 to 
December 31, 1935, the production has been 3,968,200 carats, 
About 125 whites and 7,250 blacks are employed. The mines 
(19 are now operated) are located in the northeast corner of 
the colony. The company has most of its plants electrically 
operated and soon other power plants are to be installed upon 
the Icongula and Nzagi Rivers near the mines. 

As of September 30, 1935, the colony had been paid £798,469 
in participations and dividends, besides unpaid loans of £765,- 
466. This loan is to be repaid in twenty-five annual instal- 
ments, payments having begun in 1935. On December 31, 1934, 
assets exceeded liabilities by £686,277. 


GOLD COAST 

The Gold Coast diamond deposits discovered in February, 
1919, are said to be known over an area of some 20,000 square 
miles. The stones are small (15-25 per carat) but are of rela- 
tively good quality, although bort makes up from 40-45 per cent 
of the production. The largest diamond yet found weighed nine 
carats and was worth £15.5s. Official figures of diamonds 
exported follow: 


Year ending Value per Carat 
March 31 Carats Value in Shillings 
Sisters on pangs 77,313 £ 98,760 25.5 
G5 fr i's aie eel arend . 299,835 362,833 24.2 
ec bakeeer ne ceeayes 460,959 512,159 22.2 
0 SESS ere eer 698,826 584,279 16.8 
RS Se ere 660,536 584,613 17.7 
EE Set2 4 cues sc owe es 861,119 658,994 15.3 
SE ie cclidin kaise 880,479 440,924 10.0 
ee 842,297 536,946 12.8 
RE ee ee 863,722 560,284 12.97 
ES Sate ys ae . 1,142,268 615,943 10.97 
Ie Be 2,172,563 645,166 6.15 


The 1934-5 exports were evidently of poorer quality than 
those of the previous year. Total exports from 1919 to 1935 in- 
clusive have been 8,316,291 carats valued at £5,217,703. 

All of the exploitable deposits so far known occur in the 
Birrim Valley, although a few stones have been found at sev- 
eral other places in the colony. The diamonds occur in stream 
gravels and drift overlying pre-Cambrian schists and basic lava, 
certain of the latter being considered the source. In 1933-4, 631,- 
434 cubic yards, each containing 1.81 carats were treated: in 
1934-5, 792,071 cubic yards, each containing 2.74 carats. 

Government figures of production are reported to be for 1934, 
2,391,609 carats and for 1935, 1,349,847 carats. 

The producers, in 1935, in order of importance were the 
Consolidated African Selection Trust; West African Diamond 
Syndicate, the Holland Syndicate, Cayco (London) Ltd. and 
Ayena Ltd. which later began production in April, 1934 
Morkwa Ltd. owns five mining leases in the Birrim Valley 
basin. In the year, 1934-5, the average number of employees if 
diamond mining in the colony were 51 whites and 4,118 blacks. 

The predominant producer, the Consolidated African Selec- 
tion Trust (issued 1,005,111 ordinary shares of 5s. and 250,000 
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Diamond Industry in 1935 


(From page 36) 


634 per cent redeemable preference shares of £1) has conces- 
sions covering approximately 54 square miles in the Birrim 
Valley. It also owns about 32 per cent of the stock of Cape 
Coast Exploration in Namaqualand, all the stock of the Sierra 
Leone Selection Trust (q.v.) and has a monopoly of the dia- 
mond possibilities in Nigeria. As Sierra Leone produces rela- 
tively good-sized stones, the company has a good assortment in 
sizes and qualities to sell. In the Gold Coast it employs about 
18 whites and 1,400 blacks. The company does not give out 
production figures. 1935 is reported to have been a satisfactory 
year and the company is increasing its dividend. Operations 


follow: 


in Total 
sey hog x Revenue Profit Dividend 
eee £228,871 £207,209 £174,844—70% 
ECO hiked yb 200,648 180,400 149,867—60% 
0 Se 150,026 129,164 37,467—15% 
RR 115,375 86,562 74,933—30% 
186,634 161,406 62,444—25 % 
eee ss 268,953 234,204 124,889 —50% 
Serer ery 261,067* 236,395* 145,556—65% 


* Includes dividends received from its Sierra Leone subsidiary previous 
to June 30, 1935. 

On June 30, 1935, assets were £382,838 and investments of 
£198,011 against liabilities of £198,989. Employees both in 
Africa and Europe are protected by a pension system, including 
life insurance. The profits of both the Gold Coast Company and 
that of its Sierra Leone subsidiary exceeded those of the pre- 
vious year. The year’s production did not decrease reserves 
which were not only said to have been increased but are re- 
ported to be sufficient for many years. The company is taking 
an active part in experimental work to increase the industrial 
uses of the diamond and carries on investigations of likely dia- 
mondiferous areas as they are presented to it. The company 
has recently enjoyed a good market for its stones, as the de- 
mand for small stones has been good and its production in- 
cludes a fair percentage of “finehards” suitable for drilling. 

The West African Diamond Syndicate (chartered in 1923) 
produced about 254,000 carats in 1935, a slight increase over 
that of 1934 (252,900 carats). Recent operating results follow: 


Year ending Production Gross 

March 31 Carats Revenue Profit Dividend 
1 rr 229,800 41,700 £26,528 7Y% or 44d. 
ee 218,500 37,499 19,298 5% or 3d. 
eee 259,900 39,150 18,603 5% or 3d. 


From 1926 to March 31, 1935, the company production was 
some 1,539,124 carats. 

Two dividends of 2%4 per cent were paid for 1934-5 and a 
similar dividend for the current year on October 26, 1935. 

During the year the capital was increased to £334,750 in 5s. 
shares. Additional leases were taken up in 1934-5. 

On March 31, 1935, net available assets exceeded liabilities by 
£38,273, from which, however, a 2% per cent dividend was to 
be deducted. The company treats its concentrates in a two-stage 
Magnetic separator and has decreased theft by concentrating 
all diamond picking at a single station to which concentrates 
arrive in locked containers. The directors state that operating 
expenses are being reduced but the average sales price per carat 
was 7.2d. less than in the previous year. During the year, the 
company formed two gold mining subsidiaries in the colony in 
which it had invested a considerable sum. 

During the year ending June 30, 1934, Morkwa Ltd. granted 
to a continental group a sub-lease to part of its diamondiferous 
areas (173 acres) and work began about May, 1934. They are 
reported to have installed a modern mill. The lease is for two 
years and is renewable for three years longer. A considerable 
revenue resulted. The company is considering working some of 
its diamond deposits on its own account and is investigating 
other areas said to be diamond-bearing. The company is also 
developing gold properties. 


SOUTH WEST AFRICA 
The mandated area of Southwest Africa has been particu- 
larly hard hit by the world depression as its revenue was 
(Please turn to page 89) 
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Getting Vacation Business 
(From page 19) 


To produce more Summer business and to build a 
larger volume of sales, capitalize on the vacation spirit, 
tie up with it in your sales promotion, if you would make 
good days out of dull ones. Make your windows talk 
the vacation spirit—the call to sports, outdoor life, motor 
and camping trips. Get your share of vacation needs. 
Let your display signs play up the idea with enthusiasm. 

When the temperature goes up, the business thermom- 
eter usually drops down. Many of us remember that old 
song, ““The Good Old Summer Time,” which was so pop- 
ular 30 years ago, but today you will hardly find any 
group of jewelers standing around singing it. The Sum- 
mer is a dull season to be endured with as little pain to 
the sales pocketbook as possible. Generally about the 
only business one sees hanging around is from the man 
who is not away on vacation. The rest of the business in 
the store looks like the blight had struck it. 

So one jeweler plays up “Service by Parcel Post” and 
the headline reads: “Have you forgotten something? If 
so, don’t worry, just write us, when on vacation, and 
we will mail it by parcel post insured to arrive safely. 
You will find Uncle Sam a marvelous connecting link 
between yourself and us. We'll charge it and bill you 
on your return.” 

Thus this jeweler plays up the idea of using Uncle 
Sam’s postman as the logical contact with the store while 
customers are on vacation. Circulars to this effect are 
sent out with the monthly bills and wrapped up with 
purchases. “Order By Mail” becomes the talking point. 





This field of selling endeavor quite naturally gains its 
own selling momentum and carries considerable weight 
with customers, especially since it conserves their funds 
while away by playing up the idea of charging it and 
being billed for it on their return. Thus the jeweler can 
follow the vacationist wherever he goes by selling him 
the thought of “Order By Parcel Post.” 

With this sort of a sales tie up when everybody is va- 
cation bound and vacation minded, you naturally have a 
good talking point which not only convinces but sells 
them on the idea. Anything that is helpful in solving the 
buyer’s vacation problem is naturally going to be eagerly 
scanned, read, absorbed and acted up. Selling the vaca- 
tionist on parcel post service is, therefore, a good mer- 
chandising idea which the average jeweler cannot afford 
to overlook if he would forge a stronger link in the chain 
of Summer selling. 


Ira N. Wood 


SHELTON, WasH.—Ira N. Wood, pioneer Shelton 
jewelry store operator, who had grown up with this West 
Washington community, died recently at the age of 66 
in the midst of the gayety of his daughter’s birthday party 
on Hood Canal, summer resort. After the dinner party 
he, with a companion, went to the canal to put away some 
boats to be used over the weekend, and then collapsed. 
A jeweler for 45 years, ever since the age of 21, Mr. 
Wood had witnessed the growth of Shelton, and was a 
member of Kiwanis, and fraternal circles. He was born 
January 9, 1870 at Bloomington, II]. 









Actual photograph 
of a Star O’ Lite 







*Asteriated Quartz 


“Star O' Lite’ 


FASCINATING new stone creation with a 

beautiful movable star placed there by 
Mother Nature. Star O’ Lite has a rich blue 
color and is as hard as an amethyst. It is made of 
asteriated quartz, with a backing to bring out the 
color and star. 


Star O’ Lite is a new and interesting stone with 
tremendous appeal ..... The only stone of its 
kind on the market. Ask your manufacturer or 
jobber to show you a selection of Star O’ Lite 
jewelry. 


DREHER BROS. and WIDER 


Importers and Cutters of 


PRECIOUS AND SEMI-PRECIOUS STONES 
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Watch Dated 1696 Unearthed from Back-Yard Junk Heap 
in Los Angeles 


Los ANGELES—Worth, because of its great antiquity, 
many times the weight of the old gold used in its manu- 
facture, a 17th century watch, recently was unearthed in 
a heap of junk in the back yard of A. H. Greenberg, 
3044 Edgehill Drive, Los Angeles. Deeply interested in 
the watch because of its unusual size, Mr. Greenberg 
found, after investigating, that it was made by John 
Halsted, one of England’s most noted watchmakers in 
the late years of the 17th century. It is said to have 
required five years for Halsted to make the timepiece, 
the date, “1696” being etched in the case. The works 
of the watch, each a tiny cog and pin fashioned by hand, 
are encased in a gold “box” as large as an alarm clock 
of the present. Although 240 years old, when wound, its 
fine workmanship was attested by its starting off ticking 
as merrily, apparently, as the day it was first carried. 





Everts’ Centennial Sales 
(From page 27) 


There are cherubim, angels, heads of the apostles, Christ 
and the Virgin and a host of other concepts, all won- 
drously done by old-world artists of one to three centuries 
ago. ‘ 
Apparently, there is small chance of the Everts cameo 
collection being duplicated in value and artistry, for few 
persons have either the money or the patience to search 
the large and small shops of the world to rival this ac- 
cumulation of delicate gems fashioned from stone and 


shell. 





Everts store advertising during the early part of the 
summer may be said to have been keyed to advertising 
THE key, and large newspaper space was given over to 
a life-size picture of that gigantic jewel with which 
Gov. James V. Allred opened the gates of the Texas Cen- 
tennial Exposition. 

Advertising is a most important part of the store’s mer- 
chandising system, and the content matter of the adver- 
tisements is determined by the proportion each of the 
departments of the store bears to the store’s total sales. 
Twenty-five per cent of the business, for example, ema- 
nates from the watch department, so that same propor- 
tion of the advertising appropriation is set aside to main- 
tain and further develop that part of the business. 





Leipzig Fair Dates Announced 
The 1976th session of the Leipzig Trade Fair, Aug. 30 


to Sept. 3, inclusive, will attract exhibitors and buyers 
from 74 nations and will comprise 6000 exhibits, render- 
ing it the largest as well as the oldest industrial exchange 
in history, according to the New York Office of the Leip- 
zig Trade Fair, Inc., 10 E. 40th St., Indications of world 
wide business recovery are found in the rapid growth of 
the fair in recent years, both in size and attendance. 





Rings, Watches, Stolen at St. Louis 


Robbers took 60 rings and 19 watches, valued in the 
aggregate at $400, and $30 in cash from Sam Bindler, in 
his jewelry store at 1012 Franklin Ave., St. Louis, Mo., 
on June 5, as he was preparing to close for the day. 
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with 
The Double Lock Feature 


has been granted letters of 


Patent No. 2044869 


We are now showing a New complete 
line of Morays’ Ladies’ and Gent’s 
watch Bracelets with the Safety Clasp 
Feature. 


Ask your Jobber to show you this New 
Safety catch which has the whole trade 
talking. 


Established since i911 


159 No. State st, BROOKLYN, N.Y. 
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MORAYS WATCH CASE CO., Inc. 
Chleage, i. 9 7 S x t h Av ie Los Angeles, Cal. 
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5 PIECE STERLING TEA SET 
. WITH 


STERLING TRAY 


Approximate Weight 146 ozs. 


PRICE COMPLETE $166.75 
GOLD RECOVERY & REFINING CORP. 


53 West 47th St. New York 
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JOSEPH B. COOPER & Soy 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on’OLD GOLD and 


other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intaet 
for your approval of our estimate. 





We pay 
6%,¢c per Karat, per Dwt. 
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JAMES A. DRILLING CO. 


Semi-Precious Stones 
87 Nassau St. CO-7-4218 New York 


QUALITY WATCH STRAPS 


AT UNEQUALED PRICES. We can satisfy all your needs and LEAVE 
YOU A GOOD PROFIT. Order through your wholesaler. 


WESTERMAN MFG. CO. Nec K ¥. 
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Selling More Trophies 
(From page 21) 


says Mr. Price, ‘‘as well as other merchandise appropriate 
for the purpose, such as bowls, trays of various sizes, 
pitchers, vases, cocktail shakers, cigar and cigarette 
boxes, cigarette cases and numerous other articles in 
sterling or plate; clocks, especially marine clocks for 
yachting events ; binoculars; watches, particularly shock- 
and water-proof watches for sports wear; and yachting 
timers. 

“Then we frequently suggest for women’s trophies 
such items as gold sport pins and other pieces of jewelry, 
leather bags, toilet sets, fountain pen desk sets, and even 
glassware and china. 

“There is quite a little trophy business that we do not 
secure for two reasons. The first of these reasons is cut- 
price competition. Secondly, there is more than one 
factory which sells directly to the consumer at less than 
retail.” 

Dramatic window displays, letters and catalogues sent 
to sports committees and the occasional offering of a 
trophy for some municipal or club event develop the 
trophy business and encourage new customers for the 
jewelry store of Keller & George, Charlottesville, Va. 

Clever and novel effects have been obtained in window 
displays of this firm, which enjoys cordial relations with 
the University of Virginia. When the Zeta Psi fraternity 
held its convention at Charlottesville, it sold nearly 200 
silver cups and favors, engraved them with block letters 





and monograms, and displayed the lot in a glittering 
window full. And when the Orange and Blue recaptured 
the Southern Conference boxing championship, Keller & 
George rigged up a miniature arena in a display window, 
with two silver-plated figures of boxers in battling pose 
and other boxing trophies surrounding the ring, over 
which were suspended tiny flood-lamps. 

“The trophy business is a live department and it 
always connects a jeweler with current activities,” in the 
opinion of Henry W. Rank of Rank & Motteram Co., 
Inc., 117 E. Wisconsin Ave., Milwaukee, Wis., which 
only the other week furnished the trophies for the Central 
Intercollegiate track and field meet held at that city. 
“Compared to their intrinsic value, trophies are held in 
very high value. Conventions offer many trophy-selling 
opportunities, and large business houses are using trophies 
for sales promotion.” 

Linsea’s Jewelry Store, Bay City, Mich., also has an 
aggressive trophy-selling department, which canvasses 
sports and organization committees for trophy business. 
It sounds, however, the following complaint: “The chief 
fault with the trophy business as far as a retail jeweler 
is concerned is the so-called manufacturer jobber cata- 
logues. Schools, industrial plants and other retail estab- 
lishments are able to buy trophies from some concerns as 
cheaply as we can, so sales are very few and far between 
because of this competition.” 

Asked for experiences in selling and developing the 

(Please turn to page 44) 
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OFFICIAL HEADQUARTERS 
S3ist Annual Convention 


National Retail Jewelers 
Association 
AUGUST 24TH TO 28TH 


Make the headquarters of your Associa- 
tion your home in New York. You'll en- 
joy the coolness and comfort of the air- 
conditioned restaurants, lobbies, and 
convention meeting rooms. Waldorf res- 
taurants afford a wide variety of menus 
and types of service, including inexpen- 
sive fixed-price meals. 

Rooms are wonderfully comfortable, 
with circulating ice-water, baths with 
tub and shower, and every new-day 
convenience. And The Waldorf is only 
three minutes from Grand Central, eight 
minutes from the Pennsylvania Station. 
Cross-town busses pass the door, and 


the subway is only one block away. 


Special rates to convention delegates 


THE 


WALDORF-ASTORIA 


PARK AVENUE - 49TH TO SOTH - NEW YORK 




















“Our Windows 
Ought To Be Changed! 


“But I don’t know when 
I can find time to do it. 
Wonder what would be 
new and different?” 


Mr. Jeweler, if you ever find yourself in that pre- 
dicament, then investigate the Retail Display 
Service. It is meant for busy, ambitious merchants 
who want to get the maximum selling help out 
of their windows. 


What It Will Do For You 


@ Give you from one to five original 
ideas for windows every month. 
The number depends upon your 
order. 


@ Give you colored sketches show- 
ing just how these windows will 
look. 


@ Give you specific suggestions for 
creating these displays out of ma- 
terials you have on hand or can 
easily obtain. 


@ Give you exclusive rights to this 
Service in your city.* 


What It Will Cost You 


@ Prices are based on population of 
your city and number of sketches 
you wish each month. Our sub- 
scribers pay an average of $4.17 
per month and receive an average 
of four window plans per month. 


RETAIL DISPLAY SERVICE 


POLLY PETTIT, Director 
R.C.A. Building, Rockefeller Center, New York City 


* We reserve the right not to accept 
an order from any jeweler located in 
a city where another merchant is al- 
ready using the Service. 
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Jewelry Tax Repealed 


New Tax Bill signed by President Roosevelt on June 22 eliminates Section 605 
of the Revenue Act of 1932—Will mean saving of big sum 
each year—Law now in effect. 


WasHIncTON, D. C.—The Revenue bill as it finally 
passed Congress and became law, repealed the 10 per cent 
jewelry tax as provided for in Section 605 of the Revenue 
Act of 1932. President Roosevelt signed the bill at 9 
P. M. Monday, June 22. It became effective June 23. 

As the tax bill passed the House of Representatives no 
mention was made of the jewelry tax and when the bill 
was reported by the Senate finance committee there was 
still no mention made of that tax. 

However, when the bill was under discussion on the 
floor of the Senate, Senator Barkley of Kentucky asked 
that the jewelry tax be eliminated in the following lan- 
guage: 

“Section 605 of the Revenue Act of 1932, is hereby 
repealed.” 

There was not a word of discussion on this amendment 
when it was offered and it passed without a word having 
been said either for or against it. 

In conference, however, a change was made in wording 
but not in effect. As that repeal section was agreed to 
in conference, as it was passed by Congress and became 
law after signature by the President the section reads: 

“Sec. 809. Termination of Jewelry Tax. 

“The tax imposed by section 605 of the Revenue Act 
of 1932 shall not apply to any article sold by the manu- 
facturer, producer, or importer after the date of the en- 
actment of this Act.” 


STATEMENT BY WILLIAM GIBSON 


William Gibson, president of the National Association 
of Credit Jewelers, in a statement on the repeal of the 10 
‘per cent tax, said: 

“You have heard, of course, of our glorious tax victory. 
It certainly is one of the greatest benefits to our industry 
that we have had in a long time. 

“The National Association of Credit Jewelers has been 
continuously on the job in Washington for the last three 
or four years, employing high-grade counsel at all times. 
We have made innumerable trips there, often of several 
weeks’ duration. This long campaign educated us as to 
just how to go about the job. And, finally, with the help 
of the AN RJA, victory resulted. 

“Many times we were laughed at for our pains, but 
when a group or individual stays licked there is only one 
end some day. 

“The various rulings of the administration of this law 
were often so unfair that we were sure some day we 
could convince Congress of the justice of our case. This is 
only one example of the value of organizations and the 
close association between them. It ought to be the greatest 
stimulus to increase membership ever offered. Why 
should a few ‘live-wires’ do all the work and pay all the 
expenses ?”” 
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STATEMENT BY WILSON A. STREETER 


In a statement issued by Wilson A. Streeter, chairman 
of the legislative committee of the American National 
Retail Jewelers’ Association he said: 

“To the hundreds of jewelers who followed our call 
to contact the conference committee members and prevent 
the removal of the repeal provisions for section 605 Reve- 
nue Act of 1932. 

“President Roosevelt has today (June 22) signed the 
new tax bill and that repeals the 10 per cent excise tax 
on jewelry, including nearly all goods sold regularly by 
retail jewelers. 

“When your chairman took the position that repeal was 
the only way to secure relief he was told even by those 
who know and his best friends in the trade ‘that is im- 
possible.’ Well the tax is off on all articles sold on and 
after June 23, 1936. 

“Those who followed the sane advice given by the 
jewelers’ tax committee and the legislative committee of 
A.N.R.J.A. and used certificates now own their goods 
without tax. Those who paid the tax to manufacturers, 
importers and wholesalers now have articles that cost an 
extra 10 per cent and cannot secure a rebate. Your as- 
sociation did everything in its power to protect your 
interests. The law was so badly drawn it could not be 
fairly administered so the only relief was repeal and the 
Department of Internal Revenue offered no objection to 
such a repeal. 

“This repeal means a saving of more than two millions 
per year to the retail jewelers of America. Remember 
the retailers were the ones who were compelled to pay 
a tax even when they sold goods at one-half what it cost 
and, except in a small portion of the cases, they did not 
collect any tax from the consumer. So let us be grateful 
to all who worked for repeal—complete relief. 

“The final payment of taxes is to be made before July 
31, 1936.” . 

The tax bill was passed by the House on Friday, June 
19, and by the Senate Saturday, June 20. Thus the last 
important hurdle in the way of adjournment was cleared. 

The sum of $12,615,557 in jewelry excise taxes was re- 
ceived by the United States Treasury between July, 1932, 
when the tax went into effect and May 30 last. No fig- 
ures are available as yet for the month of June. 

Receipts totaling $2,868,382 for 11 months of the cur- 
rent fiscal year through May follow: July, $200,939; 
Aug., $159,450; Sept., $158,057; Oct., $249,368; Nov., 
$298,408; Dec., $307,585; Jan., $521,296; Feb., $285,- 
463; Mar., $212,586; Apr., $241,931; May, $233,294. 

Total receipts of jewelry excise taxes for complete fis- 
cal years were: 1932-33, $3,068,494; 1933-34, $4,668,- 
557, and 1934-35, $2,010,122. 

Peak months for receipts were January of 1934 and 
January of 1933 with payments of $753,544 and $533,- 
416, respectively. 








Selling More Trophies 


(From page 41) 


Walter Leveau of Detroit and Hampton, Va. (right) is presented 
with a gold cup for winning first place in the annual Virginia Gold 


Cup speedboat race by William Horn, commodore of the Hampton 
Yacht Club. 


trophy business, Fred A. Slaten of C. D. Peacock, Inc., 
103 S. State St., Chicago, said: 

“The trophy sales which we find most satisfactory are 
those created by the personal contact of members of our 
organization. Our trophy window displays consist of 
single pieces or groups which we have furnished. 

“For years it has been our practice to suggest trophies 
of practical use in the home or for the individual, rather 
than the conventional cup.” 


The following list of sporting events has been com- 
piled by Town and Country and is reproduced herewith 
by special permission. Jewelers with trophy departments 
may compile supplementary sports calendars for their own 


locality. 
DOG SHOWS 


July 5. Progressive Dog Club; Larchmont, -N. Y. 
July 12. Del Monte Kennel Club; Del Monte, Calif. 


GOLF 
July 5-11. West Virginia Golf Championship; White Sulphur Springs, 


eG. * 

July 13. Men’s and Women’s Mixed Foursome Tournament; The 
Homestead, Hot Springs, Va. 

July 20-23. German Men’s Golf Championship; Berlin-Wannsee, 
Germany. 

July 21-23. Women’s Invitation Tournament; Briar Hills Golf and 
Country Club, Briarcliff Manor, N 

July 21-23. German Women’s Golf Championship; Berlin-Wannsee, 
Germany. 

July 25-26. Open Championship of Germany;  Berlin-Wannsee, 
Germany. 

August 15. 
Springs, Va. 

August 16-22. Edward, Prince of Wales Golf Tournament; Banff 
Springs, Alta. 

August 16-22. Willingdon Golf Tournament; Banff, Alta. 

August 24. International Golf Tournament; Germany- France, Baden- 
Baden, Germany. 
_. August 26-27, Tournament for the Prize of the Nations; Baden-Baden, 
Germany. 

August 26-28. Metropolitan Junior Championship; Wheatley Hills 
Golf Club, East Williston, 

August 31-September 4. Mason and Dixon Women’s Golf Tournament; 
White Sulphur Springs, W. Va. 

September 2-3. The Walker Cup; Pine Valley Golf Club, Clementon, 


Father and Son Tournament; The Homestead, Hot 


; eptember 5-7. Annual Fairacre Challenge Cup Tournament; Hot 
Springs, Va. 
Scotember 14-19. U. S. Amateur Championship; Garden City Golf 


Seotender 28-October 3. U. S. Women’s Championship; Canoe Brook 
Country Club, Summit, XN. J. 


HORSE SHOWS 


July 2-4. Fairfield County Hunt Club; Westport, Conn. 
July 3-5. Long Branch Show; West Long Branch, N. 
July 4. Westhampon Beach Horse Show; Westhampton. Beach, L, 
July 9-12. Westchester Country Club; Rye, ™e 

July 10-11. Milwaukee Show; Milwaukee, Wis. 

July 17-18. Pittsfield, Mass. 

July 18-19. Jamestown, N. Y. 
wy? 23-24. Spring Lake Horse Show; Boxwood Farm, Spring 
iid 24-25. Lenox Show; Stockbridge, Mass. 

uly 25-26. Lincroft Charity Horse Show; Lincroft, N. J. 

uly 27-August 1. Santa Barbara National Horse Show; Califo 
uly 30-August 1. Monmouth County Show; Rumson, N ef 
August 1-3. Muncie, Ind. 

POLO 


September. Herbert Bayard Swope Trophy Tournament; Bethp 
Polo Club, Farmingdale, N. Y. 


MOTOR BOATING 


July 4. Outboard Motor Boat Races; Santa Barbara, Calif. 
July 3-4. Virginia State 225 championship; Hampton, Va. 
July 4. Trenton, N. J. 

July 5. Atlantic City, N. J. 

wn 11. Block Island Cruiser Race. 

uly 11-12. Geneva, N. Y. 

July 11-12. Northeast, Md. 

July 17. Philadelphia-to-Cape May Cruiser Race. 


July 17. 18. Maryland State Championship; Harve de Grace. 

July 18-19. Saratoga Springs, N. Y. 

July 18. Cape May, N. J. 

July 25-26. Regional Championships; Herald Harbor, Md. 
August 1-2. Boston. 

August 6-8. Miles River, Md. 

inn 14-15. Maryland State Inboard Championships; Chesterte 


August 29-30. National Sweepstakes; Red Bank, N. J. 


RACING 


July 3-28. Empire Race Track; New York. 

7 13-18. Toledo, O. 

uly 20-25. Historic Track; Goshen. 

July 27-August 8. Boston, Mass. 

uly 29-August 30. Saratoga, N. Y. 

August 10-15. Good Time Park Track; Goshen, N. Y. 
August 17-22. Springfield, Ill. 

August 24-29. Milwaukee, Wis. 

August 31-September 5. Columbus, O. 

August 31-September 16. Aqueduct, L. I. 
September 7-12. Indianapolis and Syracuse, N. Y. 
September 14-19. Lexington, Ky. 

September 17-October 3. Belmont, L. I. 
September 18-30. Havre de Grace, Maryland. 
September 21-October 3. Pomona. 

October 3-31. Laurel, Maryland. 

October 5-17. San Diego, Calif. 

October 5-17. Jamacia, L. I. 

October 19-21. Empire Race Track; New York. 
October 19-November 1. Phoenix, Ariz. 
November 2-11. Pimlico, Maryland. 

November 12-28. Bowie, Maryland. 


HUNT RACING 


September 7. Adjacent Hunts Racing Association; Rye, N. Y. i 
September 12. Rockaway Steeplechase Association; Cedarhurst, L. IL 
eel 26. Meadow Brook Steeplechase Association; Westbury, 
October 3. Huntington Valley Hunt Club; Jenkintown, Pa. 

October 7. Wissahickon Farms; Whitemarsh, Pa. 

October 7. Rolling Rock Hunt Racing Association; Ligonier, Pa. 
October 10. Rolling Rock Hunt Racing Association; Ligonier, Pa. 
October 10. Whitemarsh Valley Hunt Club; Flourton, Pa. 

October 12. West Hills Racing Association; Huntington, L. I. 


TENNIS 


July 2-4. Independence Day Tournament; The Homestead, Hot 
Springs, Va. 

July 6-12. Netherlands Championship; Noordwijk-on-Sea, Netherlands. 

July 6-12. Bathing and Tennis Club, Spring Lake Beach, N. J. 

July 11. Men’s Eastern Country Club Championships; Jackson Heights 
Tennis Club, Long Island. 

July 13-18. West Virginia Tennis Championship; White Sulphur 
Springs, W. Va. 

July 18-21. Davis Cup Interzone Final; England. 

July 25-28. Davis Cup Challenge Round; England. 

July 27. Invitation Tournament; Seabright Lawn Tennis and Coun- 
try Club, Seabright, N. J. 

August 3. Men’s Invitation Tournament; Meadowbrook Club, 
Southampton, L. I. 

August 3. Women’s Invitation Tournament; Maidstone Club, East- 
hampton, 

August 10. ‘Eastern Grass Championships; Men and Women; West- 
chester Country Club, Rye, N. Y. ; 

August 17. Men’s Invitation Tournament; Newport Casino Tennis 
Club, Newport, R. I. 

August 24. Men, Women, Mixed, Veterans, Father and Son, 
a Doubles Championship: Longwood Country Club, Chestnut Hill, 


Mas 
a 3. National Singles Championships, Men, Women, Veterans; 
West Side Tennis Club, Forest Hills, L. I. 


MISCELLANEOUS 


July 1-September 7. Vancouver’s Golden Jubilee; Vancouver , B. C. 
July 31- ie ust 4. Official ride by Trail Riders of the Canadian 
Rockies; Banff, Alta. 
August 6-8. “Old Spanish Days’”’ Fiesta; Santa Barbara, Calif. 
August 7-10, Annual trek by Sky Line Trail Hikers of the Canadian 
Rockies; Banff, Alta. 
ona 31-September 12. Canadian National Exhibition; Toronto, 
ntario. 
c Speust 29-September 7. San Diego Ocean Fishing Derby; San Diego, 
alif. 
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HEADQUARTERS 


Here are two examples of recent commissions 
which have come to Trophy Headquarters’ retail- 
ers. This and other trophy business is awaiting 
alert and active merchants in every locality. Are 
you using Wallace’s liberal trophy catalogue ser- 
vice? It will help you obtain this plus business. 


Write for sample copy of the private edition of 
Trophy Headquarters catalogue. 


R. WALLACE & SONS MFG. CO. 
Wallingford, Connecticut 
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One of the world’s 


greatest treasures, the gold and emerald crown of Our 
Lady of the Andes, has been purchased‘ for an un- 
announced sum from the Roman Catholic Cathedral of 
Popayan, Colombia, by a syndicate headed by Warren 
Piper of 31 N. State St., Chicago. 

Massively made of pure gold by Spanish goldsmiths 
more than three centuries ago, it contains what is said 
to be the largest collection of fine emeralds in the world— 
453 jewels, with a combined weight of 1500 carats. 

The crown was completed in Popayan, “the Florence 
of Colombia,” in 1599 as a votive offering from the 
citizenry to the Virgin Mary, through whose intercession, 
they believed, the city had been saved from a plague that 
ravaged the surrounding territory. When the goldsmiths 
received the commission to make it in 1593, they were 
told that “the crown must exceed in beauty, in grandeur 
and in value the crown of any reigning monarch on earth, 
else it would not be a becoming gift to the Queen of 
Heaven.” 

Popayan citizens gave the emeralds for the crown. 
Many of the gems two generations before the crown was 
made had belonged to the Incas, whose palaces, cities and 
graves were pillaged by Pizarro and the Conquistadores 
at the Conquest, 1532. The 45-carat principal stone in 











THE 


CROWN 


Or THe 


ANDES 


Chicago Syndicate Acquires 
Ancient Diadem Made of Pure 
Gold and Incas’ Emeralds 





Church of San 
Francisco at 
Quito. Here an 
altar encloses the 
bones of Ata- 
hualpa, last of 
the |Incan em- 
perors and one 
time owner of the 
45 carat emerald. 





the crown, according to legend, was seized from Atahualpa 
himself when he was captured in that year. 

The crown weighs more than 10 pounds. It consists 
of a diadem from which rise four arches, joined at the top 
by a gold orb surmounted by an emerald cross. “Twelve 
inches wide, the crown measures 15 inches high. 

Tradition says that many lives were sacrificed in early 
days protecting the crown, which was first the objective 
of buccaneers and later of revolutionary armies that tried 
to seize it. The crown was originally made in three sec- 
tions, joined together with rivets and bolts of pure gold, 
and in times of danger the sections were taken apart and 
buried in different hiding places for safety. Always, when 
peace was restored, those who guarded the treasure in 
secrecy would produce it at the proper time for the annual 
procession through the streets and the solemn coronation 
of the statue of Our Lady of the Andes, 

It was in 1914 that the ecclesiastics of Popayan took 
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the practical view that the fortune in money tied up in 
the crown could be put to humanitarian use in building an 
orphan asylum, a hospital and a home for the aged. Nego- 
tiations to sell the crown to the Russian government were 
authorized by Pope Pius X but came to naught when the 
World War intervened and the Czar perished in the 
Russian revolution. A second attempt to consummate 
the sale was made in 1925 by a delegation of European 
jewelers, who failed to raise the very large sum of money 
necessary. 

Mr. Piper said that his syndicate had bought the crown 
as an investment. He voiced hope that it might be pur- 
chased for or by a museum so that its entity and romance 
might be preserved. Failing that, it might be dismantled 
and its emeralds and gold sold. 

The papal document authorizing the unusual sale is 
translated as follows: 

“The Holy Father, Pius X, having taken cognizance 
of the petition presented by Senor Tomas Olano y H. of 
Popayan, patron and syndic of the local Confraternity of 
the Immaculate Conception, and of the accompanying 
recommendation of the Ordinary, Archbishop Arboleda, 
and for the reasons indicated has benignly deigned to 
authorize the above-mentioned petitioner to alienate the 
precious crown of the Immaculate Virgin provided he 
leaves the manner and condition, both of the alienation 
and of the new institution to the prudent judgment of the 
aforementioned archbishop.” 

The sale to Mr. Piper’s syndicate was made through 
the present archbishop of Popayan, the Most Rev. Maxi- 
milian Crespo. The crown had been in a New York 
vault for a year and a half, but was displayed for the 
first time by Mr. Piper at the Waldorf-Astoria Hotel in 
New York City. 


Official of Viner’s Ltd., Describes Silver Cakestand for 
Duke of Kent’s Wedding 


SPRINGFIELD, Mass.—Emile Viner, together with his 
brother, Adolf, a director of Viner’s, Ltd., one of the 
largest cutlery and silverware firms of the world, is 
visiting his sister, Mrs. Pauline Weiner of 71 Virginia 
St. for a month. With him is Mrs. Viner and their 
daughter, Miss Thelma Viner. Their trip over was 
made on the “Queen Mary.” 

Viner’s is a purveyor to the royal household under one 
of the coveted king’s warrants and a recent production 
of the firm was the cakestand for the wedding of the 
Duke of Kent, made to hold the seven-tiered wedding 
cake for the duke’s wedding with a princess of Greece. 
One of the problems—and it was a very real one, says 
Mr. Viner—was that the mirror which was designed to 
top the 300-pound stand could not be used as it was 
found that there is an ancient Grecian tradition that if 
it happened to break the marriage would be an unhappy 
one. So at the last minute a sheet of silver had to be 
affixed to the top surface over the mirror. 





Belgium Diamond Cutters Strike 


More than 8,000 diamond cutters at Antwerp, Belgium, 
were reported striking last month in sympathy with a 
walkout of 11,000 dock workers. Widespread strikes in 
many industries in France and Belgium sought wage in- 
creases and a 40-hour week. 
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A change has taken place. Science has scored another 
success. Silver tarnish is now PREVENTED instead of 
REMOVED. 


Thousands of jewelers have discarded the old-fashioned 
polishing of silver. They have discovered the new, modern 
way to protect their silver. They have discovered Silver 
Sentry. 

One Jeweler writes: “With your Silver Sentry our silver has 
now passed 2 months without the slightest deterioration.” 
Another: “Kindly send me one dozen Silver Sentry., The 
samples purchased in January have proven MOST satisfac- 
tory.” Still another: “We have tried your Silver Sentry in 
our display case and found it VERY satisfactory.” 


Silver Sentry is NOT a polish, NOT a lacquer, and is NOT 
applied to silver. It is an odorless compound that absorbs 
the tarnish-causing gases in the air and thus PREVENTS 
silver from tarnishing. 


A single jar works effectively in the average size (5 x 2x 2) 

silverware drawer or chest. For the average showcase or 

display agua 3 jars are recommended. Will last at least 
months. 


Order from your jobber or mail coupon to us giving his 
name. 





(Patented) 





Prepared, Tested and Guaranteed 
Columbia Refining Co., Long Island City, N. Y. "Established 1889 


Columbia Refining Co., Long Island City, N. Y., Dept. C-27 








0 Please send me...............- trial jars (50 cents each). 

CO Please send me......+......... doz. of' Silver Sentry, less regular trade 
discount and bill me through my jobber. 
BP OMENS on ccccccuesséttucwspadededvcntdlbndbencnys ob@neemasenanenennee 
fee eee von ccnccettevetscdenectdnceueees senceneleeaenalen 





My Jobber’s mame .........cccccecercccccccccccccccecseceseccessccescceoes a 
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China and Glassware depart- 

ment in the Mahan Jewelry Co.’s 

store increases store traffic and 
shows a profit. 

An upstairs china The Mahan firm’s ,china and glassware department 
and glassware department brings the Mahan Jewelry Co., occupies an entire second floor—a space about 20 ft. by 
Colorado Springs, Colo., about 15 per cent of its total 75. It is approached by a very attractive stairway—a 
volume—and a very profitable 15 per cent. single stair up to a half-way landing and a double one 

Nearly 10 years ago, the western store saw the possi- the rest of the way up. A large overhead sign at the foot 
bilities in this line of merchandise and set out to take ad- of the staircase identifies the department. 
vantage of them. Since then, the section has been gradu- “The wider the stairway and the more attractive in 
ally enlarged and improved until it is now really a major appearance it is, the better,” says Funk. “There is a 
section. problem in getting customers to climb. I’m sure we 

““We’re convinced that there are excellent opportunities would do more business in this department if we could 
for jewelry store merchandising of china and glassware have an elevator but the volume just doesn’t justify that 
under the right conditions,” says F. E. Funk, treasurer investment. Where basement space is available, it may 
of the company and advertising manager. ‘‘But, to be be a bit preferable to upstairs space for this reason— 
really successful, such a section should be somewhat set people would rather walk down than up. Once in the 
apart from the rest of the store. A second floor or base- basement, they can’t help but climb to get out.” 
ment department is the ideal thing. However, if there Another important step in getting people acquainted 
is room for a separate room on the main floor, it would with the second floor section is the use of an extensive— 
be equally good—probably even better. although not nearly complete—main floor display. One 

“However, overhead must be considered. Basement full wall case is devoted to samples of the most attractive 
or upstairs space in the same building with the store items in these lines. People in the store for jewelry 
proper usually costs considerably less than main floor admire them and are then directed to the upstairs section. 
space. Since the class of people reached by the high-class The display does a lot more good than the identification 
jewelry store are not the general run of department store sign, according to Funk. 
customers, you can’t depend too much on volume—and The china and glassware department is advertised— 
overhead must be proportionate. in the newspaper—on an average of once a month 

“We haven’t found it advisable to go into price mer- through the year. A more extensive campaign is used 
chandising on china and glassware any more than we have during the holiday season. New items are usually featured 
on jewelry. Our ads quote prices but not cut prices. We in the ads. 
feature high-grade national lines at a fair, reasonable The Colorado store has a normal investment of about 
price—and we're gradually educating the public to reali- $8,000 in. china and glassware. The stock is turned on an 
zation of the fact that these national lines aren’t a great average of once a year. These figures should be analysed 
deal more expensive than cheap, unknown lines.” (Please turn to page 52) 
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